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Rough Proofs Mutual to Join 
OPA, ODT and Mr. Jeffers say | in "United Front’ 


you can drive to a ball game, a} 
movie or a night club, but not to a 


_— ® 
nes track, Whassamavier: soe OF Radio Industry 
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provement of the breed? 
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Membership After | 
High Court Rules 


By HAL BURNETT | 


New York, Feb. 26.—Miller Mc- 
Clintock’s first major task as presi- | 


Tallyhos, carriages and buggies | 
are transporting some of the horse | 
players to the tracks which are still | 
running. At last a use has been) 
found for the nags that always fin- | 
ished out of the money. | 
dent of Mutual will be to rid the | 


network of the “maverick” reputa- | 
A Los Angeles scout reports that | acquired in 


; : | tion, intra-industry | 
a classy men’s wear emporium ON | squabbles by dealing independently | 


Olive Street decorates its windows| with ASCAP and by siding with | 


with pictures of hosses and lovely | Chairman James Lawrence Fly of | 
nudes, and that a lot of people stop 
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| ‘THE FINEST EVER’ 
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ABC Rejects Plea to Audit 
Readership of Publications 


Parr 

Publishers Hold —_ Ma gn 
oncepts' to Others 

More Severe Paper | Chicago, vi 25.—The board of 

Cuts Unnecessary 


|directors of the Audit Bureau of 
Press Problems 
| 
| 


Will Stick to Facts, 


|ership surveys, has decided that 
such surveys do not fall within the 
| scope of the organization’s activities, 
|and should not be attempted by the 
bureau. The decision of the board 
|is incorporated in a report, “Shall 
| the ABC Conduct Readership Sur- 
| veys?”, which will be mailed to 


| Circulations, after reviewing sug- 
| gestions that the ABC conduct read- 
Different from 
Other Industries 


to look at the hosses. 


i 


With another 10 per cent paper 
cut staring them in the face, maybe 
the newspapers will have to adopt 
the toothpaste technique, and re-| 
quire a reader to give up an old| 
copy before he gets a new one. 


, WV 


Next to the loss of Amos ’n’ Andy, 
the biggest shock of the week for 
many good: folk was finding their 
favorite comic strips reduced from 
six columns to four. 


. VF 


ladame Chiang Kai-shek, who 
doesn't quote Confucius, says the 
Lord helps those who help them- 
selves, and offers China as Exhibit 
Number One to prove her point. 
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ithe FCC in the network monopoly | 


suits. 
An early step, probably to be 


_taken soon after the United States 
Supreme Court rules on the monop- 


oly cases this spring, will be an ap- 
plication for membership in the Na- 
tional Association of Broadcasters, it 
was learned here today. 

Mutual’s first application for NAB 
membership will probably be ac- 


| companied by those of three major 
| stockholders, WOR, WGN, and the 


Don Lee network, which broke with 
the trade association during the 
early days of the FCC monopoly 
hearings on the charge that compet- 
ing networks were using the NAB to 
“fight their battles.” 

Join Shepard 3rd, president of 
Yankee Network, another Mutual 
stockholder, and entrepreneur of the 
now-disbanded American  Broad- 
casters’ Association, may not par- 
ticipate in the “harmony” move 
because of other differences with 


Neville Miller, president of NAB. 


Some local authorities are ban-| 


ning posters showing Jane Russell 
at her most opulent in “The Out- 
law.” They seem determined to 
give her an unchallenged spot as 
the new Mae West. 


a 


Bing Crosby treats Old Man Par 
with the respect Joe Louis used to 


display in addressing his opponents | 


out of the ring. He talks hopefully 
about breaking 100, and then goes 
out and shoots a 73. 
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The wife of one of Bob Hope’s 
gag writers divorced him on the 
ground that at home he wasn’t so 
very funny. Maybe the reason was 
that Bob felt the same way about 
his stuff at the rehearsals. 
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Reduced pay for radio actors 
opens the way to buy better writers, 
the broadcasters say. Now the only 
problem will be to improve the 

iters as fast as they can increase 
heir compensation. 


+ 
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Why -didn’t-I-think-of-that de- 
rtment: A local advertiser on the 

Coast introduces a fat-paring food 
duct with the simple phrase, 
lere’s how to look willowy in- 
ad of billowy.” 


Long at Odds 


The return of WOR, WGN, and 
Don Lee, and the admission of Mu- 
tual to the association would give 
the broadcasting industry a “united 
front” in Washington for the first 
time in more than four years. 

Mutual did not abandon its at- 
tacks on NBC, CBS, and Blue in its 
brief filed with the Supreme Court 
in the monopoly suits, but it did 
soften its tone, and seek to attain 
what military tactitians term “lim- 
ited objectives.” 

Mutual’s brief did not seek a com- 


| plete breakdown of the present net- 


/of FCC Chairman Fly. 


work system, reputedly an objective 
It did seek a 


/new wedge for opening the unsold 


i'through Mutual, 


time of Blue 


affiliates to sale 
holding that no 
possible harm could come to NBC 
and Columbia, both of which have 
boasted a virtual “sellout” of good 
commercial periods for some years. 

The network’s management has, 
however, continued to deny the As- 
sociation of National Advertisers’ 
contention that the FCC rules would 
result in a “super monopoly” of the 
best NBC, CBS, Blue and Mutual 


stations by one or two large agencies 


or advertisers. 
Conclusion of the Supreme Court 


| fight will remove the principal ma- 
|jor point of irritation between MBS 


and its three larger competitors. 

It was the unanimous opinion of 
the network’s. stockholders’ and 
board that a full-time top policy ex- 
ecutive was needed, that led to the 
search ending in the election of Dr. 
McClintock, then managing director 


|of the Advertising Council, as presi- 


v v v 
“Wool Quota for Civilians 
ubled for Fall and Winter.”— 
ws item. 


Do vou sunpnose it would be pos- 
le to include a few more lamb 


Ds along with the increased wool 
lotment? 

v v v 
Farmers are now fighting sub- 


lies, and next thing vou know 
me erstwhile infant industrv will 
me out strong for reduced tariffs 
‘ter the war. 

Copy Cus. 


dent last November. 
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matic performance this year, the com- 
pany tells America in this advertisement, 
the first of a new institutional campaign 
breaking Feb. 28. Full pages were sched- 
uled for 41 dailies and 1,320 lines in 93 
others. Maxon, Inc., is the agency. 


Store Linage Will 
Hold Up in 1943, 


Survey Indicates 


D. C., Feb. 25.— 
Department store advertising—de- 
spite the collapse in inventories 
which many expect—will maintain 
normal levels during the coming 
year. 

This is the indication of a survey 
by the Department of Commerce’s 
field offices, the full findings of 
which will appear in the March 4 
issue of Domestic Commerce. 

Some stores, the Department says, 
are contemplating increasing their 
advertising. Others intend to con- 
tinue newspaper advertising at 1942 
levels, and others to maintain the 
regular relationship between sales 
volume and advertising—meaning 
that as sales decrease due to inven- 
tory exhaustion, the amount of 
linage used will decrease in pro- 
| portion. 

A single store, located in San 
Francisco, reported that a large cut 
would be made in daily newspaper 
merchandise advertising chiefly be- 
cause current sales are booming, 

(Continued on Page 42) 


Washington, 


Watch the Ford Victory models for dra- | 


New York, Feb. 26.—Further}| 
paper allocations will seriously im-| 
pair the vital job of the nation’s) 
newspapers and magazines now} 
functioning as essential industries, | 
leading publishers told ADVERTISING 
AGE this week. 

The initial cut of 10% may be 
justified to alleviate the critical 
manpower shortage and to ease) 
badly snarled freight systems, as- 
serted one publisher, but there is 
definitely an ample supply of wood 
pulp. 

When the government starts get- 
ting set for another lethal cut, it 
also prepares to curtail an essential 
industry, observed this source. 

Alluding to the wastage of paper 
by various war agencies, he said, | 
“Let the boys in Washington first 
clean up their own back yard. Then 
they can look for other fences to 
hurdle.” 


Uses Wrong Approach 


Another publisher attacked in- 
creased paper rationing by declaring 
that the War Production Board is 
wrong in approaching a public ser-| 
vice the same way it might clamp 
down on a “rat trap industry.” 

“This problem must be ap- 
proached from the standpoint of es-| 
sentiality. It does not seem as) 
though WPB has given the publisher 
an opportunity to present his side 
of the story.” 

He attributed this alleged apathy 
to possible Army pressure, and 
claimed this branch of the armed 
forces was stripping the paper mar- 
ket by purchasing too much of what 
“it might use.” Of course, it was 
pointed out, the Army has to be pre- 
pared for any eventuality. 

Publishers also feel that they have 

(Continued on Page 41) 


Last Minute News Flashes 
Donald Stauffer Named to OWI Post 


Washington, D. C., Feb. 


26.—Donald D. Stauffer, 


vice-president in 


charge of radio for Ruthrauff & Ryan, has been named chief of the 


domestic radio bureau, Office of War Information. 


D. Lewis. 


He succeeds William 


Mr. Stauffer, who was formerly associated with Batten, Barton, 


Durstine & Osborn and Young & Rubicam, will be stationed in Washing- 


ton after March 15. 


U. S. Steel Starts New Drive in Dailies 
New York, Feb. 26.—United States Steel Corporation will launch a 


new campaign March 1 in 250 


newspapers 


throughout the country. 


Advertisements will range from 900 to 1,200 lines, employing the theme 


that “Five destroyers are 


launched 


every month.” Batten, Barton, 


Durstine & Osborn handles the account. 


Thayer Ridgway Made V. P. of Lennen & Mitchell 


New York, Feb. 26.—Thayer Ridgway, account executive on Calvert 


Distillers Corporation 


handling Calvert 


Reserve whisky and Calvert 


Special, has been appointed a vice-president of Lennen & Mitchell, Inc. 
Mr. Ridgway, who is completing his first year with the agency, formerly 
was an account executive with McCann-Erickson, Inc. 


Micamold Appoints Jasper, Lynch & Fishel 


New York, Feb. 26.—Micamold Radio Corporation, manufacturer of 


capacitors, has appointed Jasper, Lynch & Fishel, Inc., as 


its agency 


The company will shortly launch a campaign using full pages in 14 
electronic and industrial publications, featuring Micamold molded paper 


capacitors. 


Griesedieck Western Brewery Appoints Maxon 
Belleville, Ill., Feb. 26.—Griesedieck Western Brewery Company today 
placed its advertising account with Maxon, Inc., Detroit and Chicago, 


effective at once. 


| tisers, 


members over the weekend. 

The directors’ decision on this 
controversial subject is notable for 
the exhaustive manner in which the 
board reports on its reasoning, and 
for the clear-cut and outspoken 
analysis of the ABC’s position. 
While the report deals with reader- 


_ship surveys—that is, measurement 


of secondary readership of publica- 
tions—it also reveals that the ABC 
is determined to steer a clear course 
of performing its primary function 
of auditing paid circulation of news- 
papers and periodicals, and that it 
will stand foursquare on its refusal 
to extend its service into any of the 
various collateral fields of activity 
which have been suggested in re- 
cent years. These include not only 
the subject of readership surveys, 
but those of auditing controlled cir- 
culation papers, radio station iisten- 
ership, etc. 


Suggests Others Try Standardization 


In expressing its considered opin- 
ion that the bureau cannot and 
should not audit readership, the 
ABC board leveled some telling 
blows at secondary readership sur- 
veys, but recommended that, “be- 
cause of the present interest in these 
readership surveys and their wide 
use in soliciting advertising space,” 
some representative body of adver- 
agencies and media should 
develop a standard, uniform method 
of making such studies. 

“Because of the growing attention 
being given by advertisers to sur- 
veys of secondary readership of 
publications and because of the 
varying methods under which these 
surveys are conducted,” the board’s 
report says, “it has been suggested 
that the Audit Bureau of Circula- 
tions should conduct these surveys 
and publish the results, giving the 
authority of its name and symbol 
to the findings in this field of inves- 
tigation. 

“Such surveys are variously iden- 
tified but their general purpose is io 
attempt to find out the number of 
individuals who see and read each 
issue of a publication, with the pur- 
pose of developing a figure that can 
be used in the sale and purchase of 
space as a supplement to, or to some 
extent a substitute for, the audited 
figures of paid circulation as devel- 
oped and published by the ABC. 


Refuses the Assignment 


“After a careful study of the 
merits of this question, your board 
feels that such readership surveys 
are not the proper function of the 
Audit Bureau of Circulations and 
that the bureau cannot undertake 
such supervision without endanger- 


ing its real function, which is to 
provide a standardized yardstick for 
measuring paid circulation as an 


auditable measure of reader interest 
and as a basis for the fixing of 
advertising rates 

“Your board does feel, however, 
that, because of the present 


nterest 


in these readership surveys and 
their wide use in soliciting adver- 
tising space, steps should be taken 
by some representative body of 
advertisers, agencies and media to 


develop a survey pri 
may be regarded as 


cedure which 
standard and 
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this procedure will be uniform. It 
could then be recognized that read- 
ership surveys made by that proce- 
dure will be accepted as indicative 
of readership and that surveys net 
made under that procedure will not 
be accepted as indicative. Again we 
do not feel that the setting up of 
such a control of procedure is a 
proper function of the Audit Bu- 
reau.” 


Weighs Peril to ABC 


Pointing out that “the new inter- 
est” in secondary circulations is due 
to publishers’ desire to show greater 
coverage than can be substantiated 
by paid circulation, by the desires 
of advertisers using limited lists to 
impress dealers with the amount of 
coverage given, and by publishers’ 
desires to develop competitive 
superiority, the ABC says the de- 
mand for “audits” of secondary cir- 
culation stems from the increased 
use of such figures; from the belief 
that such increased use imperils the 
prestige, usefulness and possibly the 
existence of the ABC; and “from a 
desire to legitimize and standardize 
survey procedures and to give their 
findings a validity and _ general 
acceptance which they can hardly 
acquire when the surveys are con- 
ducted by a variety of different 
organizations with different proce- 
dures, different standards and defi- 
nitions, and, perhaps, with varying 
concepts of objective accuracy.” 


conviction that such surveys are a| 
desirable and consistent supple- 
mentary service to members, or by 
the belief that, unless controlled by 
the ABC, such surveys are likely 
to supplant ABC figures “and so 
threaten the continued usefulness 
and existence of the bureau,” the 
report says, adding that ABC con- 
trol would undoubtedly increase the 
prestige and use of such figures, 
and accelerate the trend “for audited 
figures of paid circulation to be sup- 
planted by what can never be more 
than approximate estimates of com- 
bined paid and secondary circula- 
tion. . . The first question for the 
bureau to decide, therefore, is 
whether its encouragement of any 
trend in this direction is in the best 
interests of the members of the 
bureau.” 


Rate-Making Function Discussed 


While the bureau is best known 
for its work in providing a means 
of measuring paid circulation,,the 
report continues, equally important 
is the fact that it has provided a 
sound and equitable basis for the 
fixing of advertising rates, a basis 
without which “it is probable that 
American advertisers would not 
have appropriated the large sums 
for advertising which characterize 
our economy.” 

“The supplanting of audited fig- 
ures of paid circulation by mere 


all this,” says the report. 
tisers who might be willing to accept 
approximate estimates of total read- 
ership as a basis for evaluating 
coverage of a publication would find 
their interests seriously jeopardized 
if they had to accept rate-making 
based on such figures. If audited 
figures of paid circulation were 
gradually to be discarded, the ad- 
vertising world might find itself 
back in pre-ABC days, as far as 
rates are concerned, and relative 
chaos would once more rule in the 
realm of rate-making.” 


Sees Chaos in Rates 


The assumption is, the report con- 
tinues, that if the new readership 
measurement function were taken 
on by the bureau, the auditing of 
circulation would continue, and that 
while readership figures would be 
used for measuring coverage, 
audited circulation figures would 
continue as the rate base. This 
assumption, the report says, is un- 
realistic. “It is almost certain that 
the smaller, more sober figures of 
paid circulation would succumb to 
the more spectacular figures of total 
estimated readership. The assump- 
tion that this is likely to happen is 
one of the bases of the proposal 
that the ABC embark upon reader- 
ship surveys. First one, and then 
another, publisher might begin to 
quote trilline, instead of milline, 
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1943 EDITION 


ABC or VICTORY GARDENS 


This book saves money, 
time and trouble! 


EXPLAINS VICTORY GARDENING 


| PLANS—Essential is a Plan—this book | 
| Qwes many. 
| SOIL—How to tell what it will grow. 

| SEEDS—Selection, kinds, most impor- 
| tant, 
| SOWING—Easy to plant methods 
| explained in detail. 


/TOOLS—How few needed—how to 


use them. 
VITAMINS—Which vegetables con- 
tain most—various kinds: A, By, 


C, D, etc. 
|. . every question answered for 
| the beginner in growing 


FOOD FOR VICTORY! 


year practical experiences of 


sional copy writers, and were 
Whys of Victory Garden 
planting into quickly 
grasped text. 


pictured herewith, contains 


ment of Agriculture, forming 
is in three attractive spring 


have two special editions for 
vertisers who want an "in the 
proposition. Samples sent 
concerns. Others send 10c 


NOTE: 


For Wise Advertisers! 


Large and small advertisers should distribute a Victory 
Garden booklet. Our stock book (the MacTavish edition) 


by Hon. Claude R. Wickard, Secretary of the Depart- 


in any quantity . . . with name imprinted on cover. We 


36 pages, with a statement 


the frontispiece. The cover 
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exclusive use of national ad- 
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GOOD WILL BUILDER! 


TELLS HOW—WHAT—WHEN 
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FOOD FOR VICTORY 


The new 1943 edition of "A B C OF VICTORY GARDENS" 
is a compilation of facts suppli 
ment of Agriculture, commercial vegetable growers, garden 
editors of great newspapers and others. It is based on the ten 


gardeners, Betty and John MacTavish, who, happily, are profes- 


ed by the United States Depart- 


two noted amateur “backyard” 
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rates based on survey approxima- 
tions of total readership—and then 
the deluge would be upon us. 

“This, then, is the first reason 
why your board feels it is the duty 
of the ABC to maintain the prin- 
ciple of audited circulation in every 
possible way, and to refrain from 
doing anything that would tend to 
bring such figures into disrepute or 
substitute for them other figures 
which could only result in a back- 
ward step for all advertising inter- 
ests.” 

At this point the board’s report 
delves into the mechanics of setting 
up such a measurement operation, 
pointing out that if the ABC took 
on the secondary readership meas- 
urement task, it would either have 
to allow publisher members to par- 
ticipate on a voluntary basis, to the 
detriment of non - participating 
members, or it would have to be 
made mandatory on all 1,700 pub- 
lisher members, with a resulting 
increase in costs which the board is 
confident it would be unable to get 
publishers to agree to. 


Entirely Different Technique 


On the matter of techniques, the 
board report says: 

“Auditing involves the skilled 
verification of provable figures. It 
deals in facts. It is not concerned 
with estimates, surmises, memory, 
or questions and answers. It is an 
exact art. Readership surveys are 
the antithesis of all this. They de- 
pend for their validity upon a num- 
ber of purely human factors, upon 
mental response to various stimuli, 
upon a whole series of psychological 
concepts, and upon special training 
that is entirely alien to the training 
of an accountant. Few fields of 
human activity are farther apart 
than the auditing of figures and the 
conducting of readership surveys. . 
Such surveys could not be assigned 
to the present staff. . . An entirely 
new organization would be _ re- 
quired... 

“A further reason why the ABC 
should not take over readership 
surveys lies in the present experi- 
mental nature of the art of making 
such surveys. Methods used by the 
several survey organizations are by 
no means standardized. Each one, by 
a process of testing and trying, is 
endeavoring to develop procedures 
which will eliminate the very great 
factor of numerical error which is 
seemingly implicit in all survey 
methods thus far devised.” 

The report also rejected as im- 
practical and unsound the alterna- 
tive suggestion that the ABC merely 
“control” the use of readership fig- 
ures by its members, and concluded: 


Founded on Single Concept 


“The ABC was founded upon a 
single concept. That concept was 
the value of a prescribed payment 
by the reader as a reasonable meas- 
ure of the interest of the reader in 
a publication. Payment is not the 
only measure; but it is the only 
measure susceptible of accurate 
audit, and any organization pretend- 
ing to be an audit bureau can and 
must function only in the field of 
accurate audit possibilities. Every 
single rule, regulation, practice and 
procedure of the bureau is designed 
exclusively to develop for the pub- 
lisher and for the advertiser an 
honest and audited figure of paid 
circulation. The entire ‘machinery 
of the bureau revolves around this 
one concept. The success of the 
bureau is due, partly at least, to its 
single-minded adherence to this one 
purpose and to its conscious avoid- 
ance of any by-paths or alien areas 
of activity. 

“It was on the basis of rational 


-|be developed to help the 


loyalty to this one idea that the 
bureau, after careful study 
after thorough test, found it im- 
possible to admit to membership 
publications with controlled or free 
circulation. This action implied no 
criticism of the editorial excellence 
of publications so distributed. It 
meant merely that in the case of a 
free publication there was nothing 
whatever which would permit a 
statement, in terms of cold figures, 
which would indicate in any degree 
the extent of reader interest. If the 
doors were now to be opened to 
readership surveys, which are in no 
way susceptible to anything ap- 
proaching an accurate audit, with 
all their admitted possibilities cf 
error and approximation, the bureau 
would be definitely abandoning the 
requirement of accurate audit possi- 
bilities as the criterion which now 
determines its field of operations. 
No longer could free circulation 
publications reasonably be excluded 
from membership. The stamp of 
the ABC would no longer mean any | 


and | 


* et 
one definite measure of value a 
it would certainly become of |.” 
and less value to those publish, 
members who are now proud . 
display it in their mastheads © 


No End in Sight 


“Furthermore, if this step wer 
to be taken, where would be the 
end? Is it not conceivable that 
additional and new measures ot 
actual or probable reader interest 
might be developed and urged UPon 
the bureau—such, for example as 
the measurement and attempted 
evaluation of editorial contents» 
Having opened the doors to one 
non-auditable method of measure. 
ment, the bureau could not with 
justice close the doors to others 
which might be promoted with 
equal claims for consideration, |, 
this direction lie potentials which 
cannot be contemplated with com. 
placency. 

“The directors of the ABC shoulg 
not be unaware that change jg 
inevitable in any human activity 
They cannot be wedded to the past 
They must admit the possibility tha 
some auditable substitute for paiq 
circulation as a measure of reader 
interest may be developed in the 
future. Your board is convincéd 
however, that no auditable alterna. 
tive has yet been proposed; and, as 
directors of what is exclusively 
an auditing organization, we cap. 
net recommend the adoption of 
non-auditable measurements which 
would completely change the nature 
and purposes of the association and 
which have not been proved to be 
in the best interests of the members. 

“It is possible that readership 
surveys will be of continued and 
increasing interest to publishers and 
to advertisers. It is possible also 
that other supplementary aids wil] 
space 
buyer in his judgment both of the 
quantity and of the quality of the 
circulation that he buys. It is our 
deep conviction, however, that, de- 
spite the use of additional guides 
to evaluation now or in the future, 
such guides will always be accepted 
and used merely as supplementary 
aids in the buying and Selling of 
space, and that informed publishers 
and advertisers will nots abandon 
paid circulation as the only sound 
basis for rate-making and as the 
one basis yet developed for the 
realistic, accurate,” tangible, and 
auditable measurement of the ex- 
tent of reader interest in a publi- 
cation.” 


Liquid Carbonic 
Absorbs Cheney Unit 


The Cheney Chemical Company, 
wholly-owned subsidiary of The 
Liquid Carbonic Corporation, Chi- 
cago, is being dissolved and after 
March 1 will be known as the Medi- 
cal Gas division of the corporation. 

The entire Cheney organization is 
being absorbed by the parent com- 
pany, and the personnel of the divi- 
sion will remain unchanged. 


‘News-Gazette’ Suspends 


Publication of the News-Gazette, 
Aliquippa, Pa., has been halted, less 
than four months after it was 
launched with the aid of a loan 
from the CIO-American Newspaper 
Guild, which sponsored a_ strike 
against the Aliquippa Gazette, 
predecessor of the News-Gazett: 


YOU MUST USE LESS PAPER 
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Watch for Tyrone Power 


CRASH DIVE 


A 20th Century-Fox Picture in Technicolor 


Flash Gordon in The COMIC WEEKLY 


| B16 NAMES are always BIG BOX OFFICE « 


5 “TET'S GO to the movies tonight... Tyrone Power's playing!” 


eee ty oP oe 


Hollywood producers discovered long ago that a movie 
star's name promises more glamour—and draws more cus- 
tomers—than a glorified picture-title. That's why important 
movie personalities, even back in the old “silent” days— 
have always commanded fabulous salaries—and probably 
always will. 

Precisely for the same reason, the big names which make 
up the all-star cast in Puck-The Comic Weekly—are re- 
sponsible for its phenomenal readership—its big “box office.” 
For just as millions line up at the ticket window and pay 
their money to worship their hero—Tyrone Power—so more 
than six million families—men, women and children— 


once a week — eagerly follow the adventures of his closest 
pictorial counterpart—Alex Raymond's brilliant super-hero 
—Flash Gordon. 

A listing of Puck’s ALLSTAR CAST reads like a Holly- 
wood roster. Up there in sparkling neon lights is the 
famous comedy team of Jiggs and Maggie; the home- 
maker, Blondie; the tough-guy, Popeye; the kid-philosopher, 
Skippy; the slap-stick bohunk, Barney Google; the little 
devils, the Katzenjammer Kids and all the other fascinating 
pen-and-ink celebrities. 

For over 40 years, Puck-The Comic Weekly has been “big 
box office.” Since Puck's pages were opened to advertisers 
11 years ago, this term “box office,” as applied to Puck, has 


Tie your message to the Big “BOX OFFICE” of 


FOUNDED 1876 


OMIC WEEKLY . 


DISTRIBUTED THROUGH I5 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York « Hearst Building, Chicago 


acquired new meaning. It takes on a dollars-and-cents signif- 
icance to America’s biggest advertisers. 

Experience has taught their executives—and their adver- 
tising agencies—that no other publication of any kind or type 
offers such intensity of readership or such loyal response. 
And—mark this on the memo pad—no other medium yields 
such thorough coverage—6,000,000 families in America’s 
most prosperous markets, the great industrial areas. 

In every field from cosmetics to chewing gum—from 
foods to fancy frills, Puck-The Comic Weekly has become 
a standout example of advertising effectiveness. Witness its 
steady increase in billing—a step-up month after month— 
year after year. Big “box office”? Puck has it! 


Kong Features 
Swndicate, Inc. 
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. coordinated advertising campaign” | 

Food Advertisers |}in the nation’s history were devel-| 
|oped in conferences last weekend 

| between officials of the Office of 

: | War Information, the Advertising 

ac e ntegration | Council, the Grocery Manufacturers 


of America, and some 250 represen- 


Wi a tativ es of food advertisers and their 
ith OWI Drives "=: 


| Government Men Attend 


New York, Feb. 25.—Advertising | Also represented at a large meet- | 
managers and agencies for more| ing in the New York Times Hall and | 
than two score of the nation’s lead-|in a dozen smaller meetings were! 
ing food manufacturers, whose|the United States Department of 


and clarity that has given Wash- 
ington officialdom a practical insight 
into advertising’s power to inform 
the public on vital war measures. 


Set New Marks 


New high marks for informative | 


_ advertising copy were set, both in 
|the news columns of newspapers 
and magazines, and in the educa- 
tional advertising copy of such 
firms as the Great Atlantic & Pacific 
Tea Company; Beech Nut Packing 
Company; Campbell Soup Company; 
California’ Packing Corporation; 


aggregate billings total more than) Agriculture, the Office of Price Ad-|General Mills; General Foods; H. 
100 million dollars, were this week| ministration, and the Office of De-| J. Heinz Company; W. K. Kellogg 


pushing plans for integrating sub- | fense Health and Welfare Services. | 
stantial portions of their promo-| Farthest advanced of the govern- | 
tional and merchandising activities) ment’s major food campaigns is 
with the government’s wartime food| the program to launch point ra- 
information program. | tioning of foods, which was carried 

Detailed plans for this “largest| to the public this week with speed | 


Company; Libby, McNeill & Libby; 
Minnesota Valley Canning Com- 


the “how” of the complicated point 
system. 


similar campaigns for boosting farm 
production, for supplying farm man- 
power, for promoting victory gar- 
dens, and for planning of nutritious 
meals. 


Pattern Is Set 


Pattern in almost every case will 
be a combination of skilled “‘adver- 
tising type” planning by OWI and 
the Advertising Council; and the 
channeling of information for use in 
complete ads and in slogans, boxes, 
etc., to manufacturers through the 
GMA. Cooperation in every case 
will be voluntary. 

The nutrition program will un- 


|dergo a complete overhauling from 
|last year’s program, with greater 
pany; and Standard Brands, in| 


Rapidly nearing completion are) 


emphasis on “point-of-sale” educa- 
tion, and with substitution of simple 
health terms for the overworked 
“scientific” title of nutrition. 


There are five general all- 
family magazines with a circulation in 
excess of 2,600,000—LIFE, SATURDAY 
EVENING POST, COLLIER’S, AMERICAN, 
and FARM JOURNAL. Each has a huge 
audience. But, while four circulate princi- 
pally among urban families, Farm Jour- 
NAL is written entirely for rural families. 


The interests of rural people differ radi- 
cally from those of city folks. Logically, 
they prefer a magazine like Farm Jour- 
NAL—a magazine that is exclusively their 
own—a magazine that speaks to them and 
for them, in their own language—one that 
interprets events from the rural viewpoint. 


The fact that Farm JourNaL is one of 
the five largest of all general magazines 
in America provides in itself an idea of 
the size of Rural America—fifty-seven mil- 
lion people. FARM JouRNAL’s overwhelm- 
ing leadership in coverage of this impor- 
tant part of the American market makes 


it a must on every national advertising list. 


* 


-~ Boys To Fs 


mM. Kirkpacrir™ 
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*A magazine appealing to 
all members of the family 


FARM JOURNAL 


OVER 2,650,000... Overwhelmingly [es 
America’s Largest Rural Magazine 


um. Gtr 


New Chicago Agen 
Formed by Wallace 
and Ferry-Hanly 


Chicago, Feb. 25.—Wallace- Ferry. 
Hanly Company will come 
existence March 1 as an im, 
new unit in the Chicago 
field, with L. T. Wallace, | 
vice-president of 
Aubrey, Moore & 
Wallace, as presi- 
dent and general 
manager. C. P. 
Hanly, president 
of the Ferry- 
Hanly Company, 
becomes chair- 
man of the new 
agency. Other 
officers and di- 
rectors will in- 
clude Bruce B. 
Brewer, vice- 
president and _ L. T. Wallace 
Kansas City man- 
ager, and H. M. Montgomery, who 
occupies the corresponding post jp 
New York. 

Wallace - Ferry - Hanly Company 
will occupy quarters of the Ferry- 
Hanly Company, 111 W. Monroe 
Street, until April 1, when it wij! 
move to the sixth floor of the 439 
N. Michigan building. Charles lL, 
Collette, who has been vice-presi- 
dent and Chicago manager, will be 
| second in command. Accompanying 
| Mr. Wallace from Aubrey, Moore & 
Wallace will be Otis Beeman, who 
has worked on the advertising of 
Campana Sales Company and affili- 
| ated organizations for many years. 


into 
rtant 
8ency 
lit herto 


Gets Campana Accounts 


Wallace - Ferry - Hanly Company 
will take over supervision of Cam- 
| pana radio advertising, now running 
on the NBC and Mutual networks, 
as well as space advertising on 
Campana Balm, Old South toilet- 
ries, Campana Dreskin, Coolies and 
the new Campana cake make-up, 
Solitair. 

It will also handle accounts of the 
Chicago office of Ferry-Hanly Com- 
pany, including Kewanee Boiler 
Corporation, Consolidated Water 
Power & Paper Co., three divisions 
|}of Johnson & Johnson, and Harris 
Trust & Savings Bank. 

The Ferry-Hanly Company origi- 
| nated in Kansas City and has oper- 
ated a Chicago office for 20 years 
Mr. Wallace joined Aubrey, Moore 
& Wallace in 1933, coming from 
McCann-Erickson, Inc., whose Chi- 
cago office he opened in 1924 and 
managed until 1933. His first serv- 
| ice was with Campbell-Ewald Com- 
| pany, Detroit, in 1915. After serv- 
ing in World War I, he joined Mar- 
| tin V. Kelly of Toledo, noted auto- 
motive agency man. In 1920, Mr 

Wallace joined the Cleveland office 
of McCann-Erickson. 


| Three-Office Service 


Wallace - Ferry - Hanly Company 
will be closely associated with the 
New York and Kansas City offices 
'of the Ferry-Hanly Company and 
the two organizations will conduct 
a_ three-office interlocking agenc) 
service with each branch a complete 
| operating unit. 


New schools have been set U 
old institutions expanded in Tr 
to train naval cadets, Sig! 
Cerps enrollees, aeronautical ¢ 
gineers, laboratory technicia! 
and machinists. Education, alwa 
a big factor here, adds more m! 
lions than ever to Troy’s buy" 
power today. 


m™ \ THE TROY RECOR!) 
RECORD 


NEWSPAPERS THE TIMES RECOR! 


Troy, New York 
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NEWSPAPER IMPACT 
WITH 
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“NEWS-POWER” GIVES THE SUNDAY Cire, Az 
the Ime. 
TIMES THIS NATIONAL CIRCULATION Mai”? qu alin” ise, Praga The, Me 
, a y 1 Ne A 
In 10,000 cities and towns located in ine jan, Iise ts rot? > % con 88 : 
2000 counties throughout America, men a the;, <i afte, ts Se Stay, long hes 
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redone sages pty tn , 'f align ves Mal m_'ation views on Sunday the events of the past ' 
; SOMES © = Swe Cee 2 a ee ee , dig. week through Saturday, is a high point ; 
of the Sunday Times. Industrial and in- ' ’ 
— stitutional advertisers find it particularly 


effective in reaching leaders of American 
life in all parts of the nation. 
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Promotion Follows 
Repeal of State 
Tax on Margarine 


Shortages Prevent 
Aggressive Drives 


In Oklahoma 


Chicago, Feb. 25.— Addition of 
Oklahoma to the list of “margarine 
states” put the industry in the dis- 
tressing position this week of want- 
ing to cheer and groan at the same 
time. 

Passage of a law repealing a pro- 
hibitive tax on margarine in the 
state is generally regarded as an im- 
portant milestone in the elimination 
of trade barriers. But coming right 
now, it also presents a serious prob- 
lem to the industry. With existing 
food shortages, there is a greater de- 
mand than ever for margarine, 
while both the industry and individ- 
ual producers are restricted on the 
amount of oil available. Thus, most 
manufacturers are in the position of 
being unable to make all they can 
sell in established markets. 

Oklahoma for many years has im- 
posed a consumer tax of 10 cents per 


MARGARINE INVADES OKLAHOMA MARKET 


“Guest-Quality”’ Margarine 


comes to Oklahoma 


et ee meet ee 
oo 


A tates ot beth Compe, ts 


ASK F 


Although wartime supplies will be limited, margarine makers are telling Oklahoma 


consumers about the merits of their respective products. 
repealed a prohibitive tax on margarine. 


The state recently 


pound on all margarine sold within | widespread sales. Earlier this month, 
a repealer was passed by the legis- 
lature &nd promptly signed by the 


the state, plus license fees of $10, $5 
and $2 on wholesalers, retailers and 
restaurants serving the product. A 
small amount has been sold in the 
state, but the tax has prohibited 


governor. 


present markets 


Despite the problem of supplying 
in other 


states, 


Is “hocus-pocus coming back? 


With second largest circulation 
of all Ohio evening newspapers, 
the Blade covers industrial Tole- 
do thoroughly . . . and extends 
its Coverage over al] the market 
centers in its A. B.C. territory. 


Gone are the days when corks were sold as nut- 


megs and an “‘all-wool”’ suit would shrink 3 sizes 
in a heavy fog. 


The powerful influence of newspaper advertising 
upon American buying habits has cured old and 
evil practices. Today if the newspaper advertise- 
ment says “this is wool’’—it is wool! 


Shortages on established brands may leave the 
gate open for substitutes. But this need not 
occasion sleepless nights for manufacturers 
whose brands are familiar household words. 


Newspaper advertising is available every day to 
continue these brands in their preferred market 
standing. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


Kraft Cheese Company, Chicago, has 
allocated a portion of its production 
of Parkay to Okkahoma and has 
started a series of advertisements, 
with a 1,200-line opener, to tell 
Oklahoma families that Parkay, in 
limited quantities only, is now avail- 
able. The initial copy appeared in 
half a dozen key cities and will be 
followed with other insertions in a 
limited list of dailies. Until condi- 
tions warrant a strong promotional 
effort, however, no expansion of the 
campaign is contemplated. Need- 
ham, Louis and Brorby handles the 
account. 

Using half pages with an extra 
color, Swift & Co. also has run an- 
nouncement copy in newspapers for 
its vegetable margarine, Allsweet. 
Dailies in Oklahoma City, Tulsa and 
Muskogee carried the initial copy. 
Like Kraft, Swift & Co. plans no in- 
tensive promotion at present, but is 
counting on the advertising to reg- 
ister the trade name Allsweet in the 
consumer mind. J. Walter Thomp- 
son Company directs the account. 

The John F. Jelke Company, 
maker of Good Luck margarine, 
plans no immediate promotion in 
Oklahoma because of the limits on 
production and the job of supplying 


established markets in other states. | 


Milk Producers 
to Confer with 
Governor Dewey 


Albany, N. Y., Feb. 25.—A final| 


attempt to save New York state’s 
milk advertising will be made here 
next week, when a committee of 
milk producers confers with Gov- 
ernor Dewey, Mary C. Moss, director 
of the Bureau of Milk Publicity, 
told ADVERTISING AGE today. 

This move was planned following 
introduction of a bill in the Senate 
yesterday to discontinue state milk 
advertising after March 31, 1943. If 
the committee fails to receive any 
encouragement from the governor 
for renewal of the campaign, it will 
not try to steer through any new 
legislation. 

“All functions will terminate at 
the end of March,” said Miss Moss. 
“It is merely a question of whether 
or not a new bill will be prepared 
providing for further milk publicity 
appropriations.” 


‘American Home’ Tightens 
Its Cancelation Rules 


American Home has notified ad- | 
vertisers that because of paper re-| 


strictions and “the resulting influx 
of new business,” it must enforce 
cancelation rules more 
Effective immediately, no black and 
white space may be canceled after 
the first of the second month pre- 
eeding date of issue. 

Back covers will remain non-can- 
celable, but the publication has 
changed the rule on inside covers 
and inserts allowing cancelation 60 
days prior to date of issue, instead 


of 90 days. 


closely. | 


March 


New Title Company 
Series Urges Bond 


Savings for Homes 


Chicago, Feb. 24.—A brand 
approach to the “buy war 
now for postwar purchasing” . 
of advertising 
was. launched 
here today by 
Chicago Title and 
Trust Company, | 
leading title and . 
trust organization | 
in the area. \ ’ 

“Yessir,” initial ; : 
vertical half-| 
page copy says. 
“I’m digging the 
foundations of a, 
new home with , | 
war bonds.” The | i 
brief copy goes 
on to point out 
the value of buy- 
ing war bonds 
now for home- reas 
building later, towers) 
and adds the ay i 
message that bn +24 
“real estate brokers can show you 
many choice properties now — 
houses, two-flats . . . or a homesite 
to build on when the war is over.” 
The advertisement is the first of a 
series, all vertical half pages, which 
will appear in all Chicago news- 
|papers at regular intervals until 
well into the summer. 

The campaign will fill a two-fold 
purpose, the advertiser and_ its 
agency, Earle Ludgin & Co., believe. 
First, it will stimulate the sale of 
war bonds by translating their pur- 
chase into terms of accumulating a 
| nest egg for the future, and second, 
|it will play its part in preventing 
inflation by suggesting that it i 
| wiser to invest in homesites and 
homes than to dissipate surplus 
|funds for scarce commodities. 
| Chicago Title and Trust Com- 
|pany’s trust division campaign, 
| eee has been running regularly 
|in all Chicago dailies in horizontal 
| half pages for several years, wil! 
continue as before. 


| 


‘Texas Ranger’ Show 
Winds Up in Court 
| On petition of the Midland 
| Broadcasting Corporation, Kansas 


| City, Mo., and Burkhardt Brewing 
Company, Akron, O., the common 
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with WAR BONDS: j 


ee 
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pleas court of Summit County, 
Akron, has issued an_ injunction 
preventing the advertising and 


presentation of any entertainers 1s 
the “Texas Rangers” on any show 
promoted by Larry Sunbrock and 
Jack Andrews. 

The two promoted a stage pres- 
entation, “Hillbilly Jamboree,” b) 
announcing that the “Texas Rang- 
ers” would appear in person. Burk- 
hardt is sponsoring the transcribed 
music of the original “Texas Rang- 
ers” over four Ohio radio stations 


True 


goes 


Favorite Magazine 


nly major magazine 
audience not largely reached 


by other magazines — now, 


Story * 


back 
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ADVERTISING AGE 


Announcin 
New Flat Rate... 23c Daily—20c Sunday 


DULUTH HERALD 
Duluth News-Tribune 


This new flat rate is a reduction of $.07 per line daily and $.01 


per line Sunday from the old sliding scale open rate. 


Present contracts in effect under the sliding scale rate may be 
carried to completion, or the advertiser has the option of can- 


celling the present contract and transferring to the flat rate. 


This change will be welcomed by advertisers and agencies for 


the following reasons: 


1. Enables the small account to open up the prosperous 2nd 


largest market in the Northwest. 
2. Eliminates book-keeping problems of the sliding scale. 
3. Eliminates necessity of contracts. 


1. Eliminates short rates. 


DULUTH—2ND LARGEST MARKET 


COVER 2 CITIES WITH 1 PAPER Duluth-Superior is a com- 
plete market in itself, not influenced by any other metropoli- 
tan center. It is the 2nd largest port in the United States 
in annual tonnage. During 1943 over 101 million tons of iron 
ore will be shipped from Duluth—over 80% of the iron ore 
production in the United States. Duluth Sunday News-Tribune 
is the only Sunday paper published within a radius of 160 miles. 
With no merning newspaper in Superior, Wisconsin, residents 


read the Duluth News-Tribune regularly. 


Only these great papers cover this market of over 575,000 popu- 
lation. Duluth Herald (Eve.) and News-Tribune are delivering 
a combined circulation of over 70,000 daily. Duluth’s a better 


buy than ever now. Call or write for more information today. 


IN THE NORTHWEST 
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NATIONAL REPRESENTATIVES 


NEW YORK CHICAGO 


DETROIT ST. PAUL 
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ADVERTISING AGE 


Grade Label Must 
Be on 1943 Pack, 


Brown Reiterates 


Washington, D. C., Feb. 25.— 
Grade labeling of canned fruits and 
vegetables, a subject as full of con- 
troversy and explosive force as any 
which has ever afflicted the mer- 
chandising world, will be mandatory 
on the 1943 pack, regardless of 
wishful thinking on the part of its 
opponents, Prentiss M. Brown, OPA 
head, reiterated last night. 

Grade labeling was announced as 
mandatory by OPA in December, 
and in January the regulations 
actually went into effect on canned 
grapefruit juice, but despite this, 
rumors have spread throughout the 
industry to the effect that the pre- 
vious decision would be rescinded. 

Mr. Brown emphasized again that 
the mandatory provision for grade 
labeling on the 1943 pack is not a 
“reform measure” but is essential 
under OPA’s plan of fixing ceiling 


POSITION WANTED 
DRAFT DEFERRED 
ADVERTISING EXECUTIVE 


Age 31. 10 years experience in contact. 
creation, » Production; all forms of 
radio. Any location. Box 3990, Adver- 
tising Age, Chicago. 


| 


| 


E 


prices on a broad basis, in place of | 
the individual store basis originally | 
attempted. “Unless we tie the price 
to grade, it would be necessary to 
price canned products at the proc- 
essor level on the basis of a com- 
ex formula such as OPA used last 
year,” he said. “By requiring grade| & 
labeling, OPA makes it possible to | 
set uniform dollars and cents prices 
at the processor level and to carry 
these ceilings through to the final 
consumers.” 

Despite Mr. Brown’s assurance 
that the grade labeling action is not 
a “reform measure,” opponents of 
the move pointed out the irrefutable 
fact that the result is the same, re- 
gardless of the motive, and further, 
that while the present ruling ap- 
plies only to the 1943 pack, it is safe 
to assume that the requirement will 
be extended from year to year, in- 
definitely. 


Joins ‘U. S. News’ 


Mel Hunt, formerly with Flying, 
has joined the sales staff of United 
States News, with headquarters in 
Chicago. 


MAKING IT CLEAR 


Look! Ofichal information 
an point rationing | Um 


NL 
mi os 


| PhP 10 nous 0008 yn! 
Among many messages addressed to 
housewives last week was this full page 
scheduled in 240 dailies by Libby, Mc- 
Neill & Libby showing the intricacies of 
point rationing in simple steps. J. Walter 
Thompson Co. is the agency. 


Wright to Kastor 


James H. Wright, formerly with 
Lord & Thomas, New York, and 
more recently with Maxon, Inc., De- 
troit, has joined H. W. Kastor & 
Sons Advertising Company, Chi- 
cago, as account executive. 


Lazarus Appointed 


count executive on the 


of advertising and publicity. 


In Tacoma, during 1942, a greater 
market was being built. Now, in 1943, 
this market is still growing — and 
thoughtful advertisers will give it their 


attention. 


Pacific Northwest Building Data's Issue 
No. 30 shows Tacoma to be the ONLY 
Washington city with a 1942 GAIN over 
1941 building permit valuation. Wash- 
ington’s three largest cities ranked like 


this: 


TACOMA .. .32°% GAIN 
Seattle . . . . 32°, Loss 
8°/, Loss 


Spokane... 


In addition, consider the way Tacoma 
ranked in the national building picture 
(see right). You'll realize, then, why 
Tacoma — and the dominant Tacoma 
News Tribune — constitute a MUST 


on your 1943 Media list. 


The Only City In 
Washington to Show A 


In 1942 Building . 


— and.... of the 20 Leading 
U. S. Cities, Tacoma Shows the 
GREATEST 1942 Building Gain! 


Dun & Bradstreet’s January 15th Build- 
ing Permits Release lists only TWO of 
the twenty leading U. S. cities with a 
1942 building permit GAIN over 1941. 
TACOMA’S gain was 32.4% .... 
Akron’s 5.58%. All other cities showed 


a loss. 


IBUINIE: 


REPRESENTED NATIONALLY BY LORENZEN & THOMPSON, INC. 


New York Chicago 


Kansas City St. Louis San Francisco Los Angeles 


Paul N. Lazarus Jr., formerly ac- 
United 
Artists account at Buchanan & Co. 
has joined United Artists as director 


’ 


Fate of Commerce 


Offices Secret; 
Hearings Held 


Department Officials 
Interested in Mead 
Bill Asking Expansion 


Washington, D. C., Feb. 24.—Offi- 
cials of the Department of Com- 
merce today girded their loins and 
strode forth into the economy arena, 
intent on proving to a House appro- 
priations committee that the field 
offices of the Department deserved 
an appropriation, and that the com- 
mittee should correct the error of 
the Bureau of the Budget in elim- 
inating the offices. 

Considerable reaction has been 
aroused by businessmen’s letters to 
congressmen, and Commerce offi- 
cials have made several trips to the 
Hill to explain the functions and the 
importance of the field office setup. 

The hearings were closed, and re- 
ports of testimony and questions and 
answers will not be available until 
the official committee hearing re- 
ports are released, a matter of 
weeks. 

At the same time, Commerce offi- 
cials were heartened by the bill in- 
troduced several weeks ago by Sen. 
James S. Mead of New York. The 
bill, S. 356, would provide for in- 
creased field office facilities and ad- 
ditional management counsel for 
small business. 


Bill Would Extend Research 


As an influential member of the 
Senate committee on small business, 
Sen. Mead has asked on the floor 
that a hearing date be assigned to 
his bill in the Senate commerce 
committee, but a clerk of the com- 
mittee told ADVERTISING AGE today 
that no date had been assigned as 


yet. 
The bill is one to gladden the 
heart of a marketing or research 


the number of field offices, thereby 
boosting the number of people avail- 
able to render “management assist- 
ance” to small businesses which can- 
not afford management counsel; (2) 
additional research on the problems 
of small business, both in Washing- 
ton by the Department of Commerce 
and research in the field, with the 
latter to be farmed out to universi- 
ties, associations and other research 
groups which can do a competent 
job; (3) before the data is distrib- 
uted, the Department is authorized 
to prepare it for visual presentation, 
to make leaflets, pamphlets, charts, 
slide films and sound movies. 

And the bill asks $10,000,000 to 
finance the job. Admen will recall 
that the field offices are now main- 
tained on a budget running between 
| $400,000 and $500,000. If passed, 
|}even if severly pared, the Mead bill 
would tremendously increase the 
field services offered and available 
under the department’s present re- 
strictions. 


standardized channels to operate, 
should the act become law, and 
would avail themselves of the facil- 
ities offered by trade associations, 
chambers of commerce and business 
papers. The business education ser- 
| vice of the federal Office of Educa- 
tion also bulks large in the plans. 
Symbolizing congressional con- 
|cern with the problems of the small 
| business man, and the possibiilty of 
the bill’s becoming law, an identical 
bill (H. R. 1625) was introduced into 


|'the House by Rep. Clarence F. Lea | 


|of California. 


Michigan Rations Liquor 


| 
| 


The Michigan Liquor 
Commission has ordered specially- 
designated distributors to sell no 
more than two quarts of liquor at 


|}a time to any one person, or to the 
| same person more than once a week. 


The order was issued, the commis- 


| sion said, to insure an orderly and 


| 
| 


| Chicago for the past 14 years. 


continued service in allocating the 
limited supply of liquor now avail- 
able in the state. If successful, “it 
may preclude more drastic action 
in the future.” 


Hannum Appointed 

C. E. “Clem” Hannum has been 
appointed assistant sales manager of 
Pennsylvania Rubber Company, 
Jeannette, Pa. He has been with 
Cities Service Oil Company (Del.) 
in various capacities in Tulsa and 


man. It provides (1) an increase in | 


| 
Commerce officials expect to use | 


Control | 


March 1, 1943 


—— 


NAB Decides to Hold 
Wartime Conference 


New York, Feb. 26.—The bo 
directors of the National Assox 


of Broadcasters decided today {, 
hold a wartime conference for pom. 
bers, either in New York or Chicago 
between April 15 and May 15’ 

Chicago is expected to be ho-; to 
the station executives. Dir: tors 
will decide later on the exact date 


for the session. 


RCA-Victor Begins 
New Tube Promotion 


The RCA-Victor division of Rad 
Corporation of America has 
launched an intensive tube advertic- 
ing campaign driving home the 
theme, “Do it electronically.” Fy))_ 
page two-color bleeds will be useq 
with some four and six-page jp. 
serts, in 18 specialized business pyb- 
lications. No new agency has yet 
been appeinted to replace Lord % 
Thomas. 


io 


Davis to Broadcast 


Elmer Davis, director of the Office 
of War Information and ex-CRs 
newscaster, will begin a series jf 
weekly broadcasts March 12. NBC. 
CBS and the Blue Network wil] 
carry Mr. Davis’ broadcasts from 
10:45 to 11 p. m., EWT, each Friday, 
Mutual will rebroadcast the pro- 
gram each Saturday morning. 
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You buy Plants 
and Readers 
Mot “Copies” 
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pyre “When you ad- 


_vertise to the metalworking mar- 
_ket, mere circulation totals are 
_no guarantee that you are reach- 
ing the type of plants and read- 
ers you want. To help you 
buy plants and readers, STEEL'S 
Research Department maintains 
a continuous five-way check on 
the Metalworking Industry. The 
information is maintained and 

tabulated on a punched card 

system as working data for the 
_ most effective distribution of the 


_ magazine each week. A further 
| bonus to STEEL’S advertisers 
the wealth of Market Data ava 
_ able to them for current and po 
war planning. Ask the STEL' 
representative to show you t! 
latest Market Study. STEE: 
Penton Bldg., Cleveland, Ohi 


A PENTON 
Publication 


« 


_ The Magazine of 4 
Metalworking & Metalproducing™ 
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First I lity ¢ RETAIL LINAGE, all morning papers ¢ 1942 weow ecoxos 


New York News 
Chicago Tribune 
Boston Herald 

New York Times 

New Orleans Times-Pic. 
Johnstown Democrat 
Wilkes-Barre Record 
Los Angeles Times 
Louisville Cour.-Journal 
Schenectady Gazette 
Rochester Dem. & Chron. 
Omaha World-Herald 
Memphis Com.-Appeal 
Peoria Transcript 
Minneapolis Tribune 
Reading Times 

Boston Globe 

Trenton State Gazette 
Salt Lake City Tribune 
Dallas News 

Buffalo Courier-Exp. 
New York Her. Tribune 
Cleveland Plain Dealer 
Troy Record 

St. Paul Pioneer-Press 
Evansville Courier 
Indianapolis Star 
Camden Post 

Miami Herald 

St. Louis Globe-Dem. 
Richmond T.-Dispatch 
Pittsburgh Post-Gaz. 
Omaha Bee-News 
Worcester Telegram 
Washington Post 
Detroit Free Press 
Harrisburg Patriot 
Glens Falls Post-Star 
Philadelphia Record 
Atlanta Constitution 
Washington Herald 
Los Angeles Examiner 
Manchester Union 


Philadelphia Inquirer 


Rockford Star 

Tulsa World 

Boston Post 

Muncie Star 

Syracuse Post-Standard 
Jamestown Post 


New York News 
Johnstown Democrat 
New Orleans Times-Pic. 
Chicago Tribune 
Boston Herald 
Wilkes-Barre Record 
New York Times 
Louisville Cour.-Journal 
Los Angeles Times 
Schenectady Gazette 
Rochester Dem. & Chron. 
Memphis Com.-Appeal 
Reading Times 

Salt Lake City Tribune 
Omaha World-Herald 
Peoria Jnl.-Transcript 
Scranton Tribune 
Buffalo Courier-Exp. 
Trenton State Gazette 
Dallas News 
Minneapolis Tribune 
Miami Herald 

New York Her. Tribune 
Troy Record 

Boston Globe 


Philadelphia Inquirer 


Evansville Courier 
Indianapolis Star 
Cleveland Plain Dealer 
St. Louis Globe-Dem. 
Pittsburgh Post-Gaz. 
Camden Post 
Washington Post 
Worcester Telegram 
Harrisburg Patriot 
Detroit Free Press 
Glens Falls Post-Star 
Richmond T.-Dispatch 
Manchester Union 

St. Paul Pioneer-Press 
Philadelphia Record 
Milwaukee Sentinel 
Tulsa World 

Knoxville Journal 
Muncie Star 
Jamestown Post 
Atlanta Constitution 
Jacksonville T.-Union 
Los Angeles Examiner 
Washington Herald 


New York News 


New Orleans Times-Pic. 


Chicago Tribune 

Boston Herald 

Los Angeles Times 
New York Times 
Louisville Cour.-Journal 
Schenectady Gazette 
Johnstown Democrat 


Rochester Dem. & Chron. 


Trenton State Gazette 
Memphis Com.-Appeal 
Dallas News 

Omaha World-Herald 
Miami Herald 
Scranton Tribune 

Salt Lake City Tribune 
Reading Times 

Kansas City Times 

St. Paul Pioneer-Press 
New York Her. Tribune 
Troy Record 

Boston Globe 
Wilkes-Barre Record 
St. Louis Globe-Dem. 
Indianapolis Star 
Evansville Courier 
Camden Post 

Buffalo Courier-Exp. 
Washington Post 
Minneapolis Tribune 
Richmond T.-Dispatch 
Worcester Telegram 
Harrisburg Patriot 
Pittsburgh Post-Gaz. 


Philadelphia Inquirer 


Cleveland Plain Dealer 
Glens Falls Post-Star 


New York News 

New Orleans Times-Pic. 
Chicago Tribune 

Los Angeles Times 
Boston Herald 
Washington Times-Her. 
Trenton State Gazette 
New York Times 
Memphis Com.-Appeal 
Louisville Cour.-Journal 
Johnstown Democrat 
Schenectady Gazette 
Dallas News 

Rochester Dem. & Chron. 
Miami Herald 

Scranton Tribune 
Omaha World-Herald 
Kansas City Times 

Salt Lake City Tribune 
Troy Record 

Reading Times 
Washington Post 
Camden Post 

New York Her. Tribune 
Buffalo Courier-Exp. 
Boston Globe 

St. Paul Pioneer-Press 
Minneapolis Tribune 


Philadelphia Inquirer 


St. Louis Globe-Dem. 
Worcester Telegram 
Houston Post 
Evansville Courier 
Harrisburg Patriot 
Indianapolis Star 
Richmond T.-Dispatch 
Cleveland Plain Dealer 
Atlanta Constitution 


New York News 

Los Angeles Times 
New Orleans Times-Pic. 
Chicago Tribune 
Washington Times-Her. 
Memphis Com.-Appeal 
Boston Herald 

Trenton State Gazette 
New York Times 

Dallas News 
Johnstown Democrat 
Peoria Jnl.-Transcript 
Miami Herald 

Camden Post 

Atlanta Constitution 


Philadelphia Inquirer 


Schenectady Gazette 
Louisville Cour.-Journal 
Omaha World-Herald 
Reading Times 
Scranton Tribune 

Salt Lake City Tribune 
Rochester Dem. & Chron. 
Buffalo Courier-Exp. 
Kansas City Times 
Washington Post 

New York Her. Tribune 
Evansville Courier 
Troy Record 

St. Paul Pioneer-Press 
Houston Post 
Indianapolis Star 
Minneapolis Tribune 
St. Louis Globe-Dem. 
Worcester Telegram 
Boston Globe 
Harrisburg Patriot 
Pittsburgh Post-Gaz. 


New York News 
Los Angeles Times 


New York News 
New Orleans Times-Pic. 


New Orleans Times-Pic. Philadelphia Inquirer 


Washington Times-Her. 
Chicago Tribune 
Boston Herald 

Trenton State Gazette 
Memphis Com.-Appeal 
Dallas News 


Washington Times-Her. 
Los Angeles Times 
Boston Herald 
Memphis Com.-Appeal 
Chicago Tribune 
Louisville Cour.-Journal 


SUECOMERU ame Washington Post 


Johnstown Democrat 
Louisville Cour.-Journal 
Evansville Courier 
New York Times 
Peoria Jnl.-Transcript 
Camden Post 
Washington Post 
Miami Herald 

Reading Times 

Buffalo Courier-Exp. 
Troy Record 
Schenectady Gazette 
Kansas City Times 
Atlanta Constitution 
Rochester Dem. & Chron. 
Omaha World-Herald 
Scranton Tribune 
Boston Globe 

Salt Lake City Tribune 
Indianapolis Star 
Wilkes-Barre Record 
Houston Post 

Portland Oregonian 
New York Her. Tribune 
Worcester Telegram 
Philadelphia Record 
Harrisburg Patriot 

Los Angeles News 
Cleveland Plain Dealer 
Detroit Free Press 

St. Louis Globe-Dem. 
Pittsburgh Post-Gaz. 
Milwaukee Sentinel 
Los Angeles Examiner 
Glens Falls Post-Star 
Nashville Tennessean 
Cincinnati Enquirer 
Jacksonville T.-Union 
Richmond T.-Dispatch 
New Bedford Mercury 


Dallas News 
Johnstown Democrat 
New York Times 
Evansville Courier 
Peoria Jni.-Transcript 
Buffalo Courier-Exp. 
Reading Times 
Camden Post 
Rochester Dem. & Chron. 
Philadelphia Record 
Schenectady Gazette 
Boston Globe 

Troy Record 

Trenton State Gazette 
Salt Lake City Tribune 
Detroit Free Press 
Miami Herald 
Indianapolis Star 
Portland Oregonian 
Nashville Tennessean 
Scranton Tribune 

Los Angeles News 
Cleveland Plain Dealer 
Wilkes-Barre Record 
Pittsburgh Post-Gaz. 
Omaha World-Herald 
Harrisburg Patriot 
New York Her. Tribune 
Atlanta Constitution 
Houston Post 

Tulsa World 
Worcester Telegram 
Cincinnati Enquirer 
St. Louis Globe-Dem. 
Los Angeles Examiner 
Milwaukee Sentinel 
Knoxville Journal 
Richmond T.-Dispatch 
Newark Star-Ledger 
Glens Falls Post-Star 


Some national advertisers buy a newspaper for circulation, coverage, low milline cost, past performance, 


or merely from past preference... But every retailer bu 'YS results, here and now—sales made, goods moved, customers 


satisfied, receipts in the cash register! The retail advertiser gets immediate, traceable reaction, doesn’t have to guess the 


cause of it... The Inquirer’s national rank in retail linage, and its six year leadership in retail in Philadelphia is all any 


national advertiser needs to pick the newspaper in Philadelphia that has the most to deliver—and delivers the most!... And 


with retail volume at an all-time peak right now, Philadelphia and The Inquirer are both worth picking this year! Investigate... 


aa Philadelphia Anguirer 7 


a ..- he ee 


. » inate ened 


oe 1% 


© a le. 


National Advertising Representatives: Osborn, Scolaro & Meeker Co., New York, Chicago, Detroit, St. Louis... Keene Fitzpatrick, San Francisco 
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No More ‘Vicory’ 
Models-They’'re 
‘War Models’ Now 


Washington, D. C., Feb. 24.—The 
much-abused “Victory” model is no 
more—in official Washington termi- 
nology. From now on, models “de- 
signed to provide the greatest war- 
time serviceability at given price 
levels with the least drain on man- 
power, critical materials, plant and 
transportation” will be known as 
“war models.” 

The new term originated with the 
Office of Price Administration, and 
has the concurrence of the Office of 
Economic Stabilization and the Of- 
fice of War Information. It is ex- 
pected that the adoption of a stand- 
ard name will end the confusion 
which terms such as “Victory 
model,” “utility model,” “simplified 
model,” and “war model” have 
aroused. 


“Victory model” and “utility| centration was applied, the manu- 


model” have been extensively ap-| facturers had the right to decide | Maher Jo Grant; 


propriated, OPA says, for brands by 
private companies. The use of “war 
model” will be reserved to describe 
commodities within the _ specifica- 
tions of production and price regu- 


cies. 

The shift in nomenclature was 
backed by the inter-departmental 
advisory committee to the standards 


division of OPA. Dr. Faith Wil-| 


liams, chief of the cost-of-living 
division of the Department of Labor, 
is chairman of the advisory com- 


posed of representatives of all fed- 
eral agencies concerned with prob- 
lems of standardization. 


The war model issue has been one | stations, WCFL, WENR and WIN 
of comparatively little sound and|jncluding frequent announcements 


fury in recent months, perhaps due 
as much to a neat interpretation by 
Joseph L. Weiner, director of the 
Office of Civilian Supply, as any- 
thing else. Mr. Weiner spawned 
the idea that it would largely be up 
to the industry to decide whether 
war models should carry the mak- 
er’s brand or be brandless; this 
meant that, particularly where con- 


| whether the plants allowed to co 


| tinue small-scale and frill-less op- 


n-|Florsheim Names Ragnow 
Martin H. Maher, with Florsheim 


/eration might put their brands on|Shoe Company, Chicago, since 1935 


'the product. As it turned out, d 


ue|and advertising manager for the 


| to the skeletal nature of the product /| past four years, has resigned to join 
lations issued by government agen-| itself, some plants weren’t anxious; Grant Advertising, Inc., as an ac- 


| to brand it. 
“Daily News’ Appoints 
Schwimmer & Scott 


| The Chicago Daily News has a 
|pointed Schwimmer & Scott 
|handle promotional 


executive. 
| The newspaper has launched 
| spot campaign on three Chica 


| daily on a 52-week basis. 
| 


Young to Colton 


5 ; advertising, 
mittee, and the committee is com-| with Walter Schwimmer account 


count executive. 

A. C. Ragnow, in charge of Derby 
Foods advertising for Swift & Co., 
| Chicago, becomes his successor with 
Florsheim. 

p- Siemicnuieltba 
to| McKim Drops Directory 

Because of publishing restrictions 
in wartime, A. McKim Ltd., Mont- 

real agency, has announced that 
&'McKim’s Directory of Canadian 
8° | Publications will not be issued this 
D,|year. The 35th edition was pub- 
lished in 1942. 


| 
| 


ee 
Joins ‘House & Garden’ 
| Mrs. Denny Griswold has been 


| Edward W. Young, formerly with | named promotion director of House 
| the production department of Harry | & Garden. Formerly a partner with 


M. Frost Company, has joined We 
| dell P. Colton Company, Boston, 
jan account executive, 
|radio and general accounts. 


n-|her husband 


as | Associates, 


in Glenn Griswold 
public relations, Mrs. 


handling | Griswold was earlier on the staff 


|of Business Week and Forbes. 


“as large a charter 
as the wind...” 


LONG BEFORE the world knew radio, Shakespeare 


caught a glimpse of its boundless scope in seven sim- 


ple words. Today, radio hurdles all barriers of space 


and time and rank to inform and entertain all peo- 


ple...rendering this welcome service under a charter 


enlarged and endorsed by the people themselves. 


Mutual has proved that there is room and need, 


in this largest of charters, for a kind of service no 


other network affords, a pattern of coverage unique 


TH E 


MUTUAL 


in radio. This pattern is two-fold, comprising inten- 


sive coverage of the major markets, where living and 


listening are most heavily con 
coverage of the home-town 


rest of the country lives and 


centrated; and extensive 
communities where the 


listens. 


Whatever the market, the Mutual station 1s a 


dominant, popular voice; in many a market, it is the 


only network voice. Together, the 207 Mutual sta- 


tions bring the entire nation within reach of an adver- 


tiser. Market by market, they permit an advertiser 


to adapt the vast charter of 


radio to his individual 


needs...with matchless flexibility and economy. 
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Furniture Patterns | 
Suffer Drastic Cut 
Under WPB Edict 


Washington, D. C., Feb. 24.—jn a 
drastic simplification move, the Wa; 
Production Board this week ap. 
nounced that after March 15 yn, 
new patterns for wood furniture 
may be made, and an approximate 
two-thirds reduction must be mage 
in the number of existing patterns 
on July 1. 

The action limits manufacturer, 
of wood furniture to no more than 
35% of the patterns offered during 
September, 1941, or to 24 patterns— 
whichever is greater. “Pattern” {> 
defined by the order, L-260, as any 
piece of furniture having its own 
identification and selling price, ex. 
cept where two or more pieces of 
furniture are identical in every re- 
spect except color, finishing ma- 
terials, fabrics, leather, etc., but 
have the same selling price; these. 
too, are considered one pattern. 

Similarly, identical pieces except 
for methods of joining are con- 
sidered one pattern. On the other 
hand, if pieces are cut out of dif- 
ferent woods or veneers, or have 
different trim except for handles, 
they are considered two patterns; a 
suite or furniture of two or more 
| different pieces constitutes two or 
more patterns. 


Baby Furniture Exempted 


The order also contained restric- 
| tions on the amount of metal used. 
| Exempted from the order were 
| baby cribs, bathinettes, high chairs 
| and toilet seats—a concession to the 
year 1942, which produced some 
3,000,000 babies, topping 1921’s rec- 
ord 2,950,000. Certain other classi- 
fications were exempted, in line 
with amended WPB limitation or- 
ders, and the metal restrictions were 
qualified by the provision that 
manufacturers who have non-essen- 
tial metal parts in stock may use 
them. 


Home Insurance Copy 
Presents Annual Report 


The Home Insurance Company of 
New York placed 1,000-line adver- 
tisements in 12 New York news- 
papers entitled “Fire Insurance in 
the War,” to present its annual 
report to the public. Later inser- 
tions will appear in 12 banking and 
six business and financial magazines 
as well as newspapers in other 
cities. 

Albert Frank-Guenther Law, New 
York, handles the account. 


Stanton Adds Duties 


Carl M. Stanton, account execu- 
tive of Foote, Cone & Belding, New 
York, has been assigned to execu- 
tive work in the radio department, 
and will divide his time between the 
New York, Chicago and Pacific 
Coast offices. 


To ‘American Magazine 

Charles A. Lane has joined the 
advertising promotion staff of the 
American Magazine. Mr. Lane [as 
been with the Barta Press, Bost 
for the past four years. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. ‘ 
—2nd in New England. Wit’ 
@ minimum cost you reac” 
urban and suburban popu'e 
tion. 
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“It’s amazing, positively amazing! Here’s a statement that says 
that 80.7% of the subscribers to The United States News are 


cover-to-cover readers.” 


“Well, when you consider the importance of its news content, the 
masterly analyses of the news and the 95% reliability-factor of 


the forecasts, it’s not so very amazing after all.” 


“I s’pose not. Asa matter of fact I read The United States News 
to help me shape our company policies—it’s only natural that other 


men with similar responsibilities should do the same.” 


“80.7%? Whew! that’s some cover-to-cover* readership!” 
p 


ver to Cover’’—a reader trafic survey 
by Fact Finders Associates, Inc. now 
€ press. 


you want a copy? 


Daniel W. Ashley, Vice-President in charge of Advertising 


THE ONLY WEEKLY NEWSMAGAZINE DEVOTED ENTIRELY TO NEWS OF NATIONAL AFFAIRS 
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How Far Can We Go? 


The first public protest against 
reduction of paper for publications 
by an important publishing execu- 
tive has been made by Walter D. 
Fuller, president of the Curtis Pub- 


lishing Company, who addressed the | 


Press Institute at Athens 
Mr. Fuller raised 


Georgia 
February 19. 


some questions which have been in| 


the minds of many publishers and 
advertisers when he suggested that 
exact figures supporting the cuts in 
paper consumption have not been 
supplied. 

With a second 10 per cent cut for 
newspapers announced for April 1, 
and then suddenly postponed indefi- 
nitely, Mr. Fuller said that Wash- 
ington has been reluctant to give 
out figures showing exactly how 
much manpower, mechanical power 
and transportation will be saved by 
the cuts which have been applied 
or ordered. On the other hand, he 
pointed out that the paper consump- 
tion of the government itself has 
increased tremendously in volume, 


much of it being of questionable 
value. 
Newspaper and periodical pub- 


lishers are patriotic citizens, whose 
natural disposition has been to do 
everything possible to cooperate in 
any program looking to a more ef- 
ficient war effort. They are willing 
to restrict their activities if by so 
doing they can help to win the war. 
The question which has arisen, and 
which will be more sharply defined 
as additional restrictions on publica- 
tions become effective, is this: How 
far can we go in the direction of 
saving paper without assuming 
more losses in the dissemination of 
vital information than are offset by 


— Advertising Age 


| 
| 


| 
| 


| 


| 
| 


, whatever economies in manpower | 


‘and transportation may be gained 
|by the program of restriction? 


| The government looks to news- | 


|papers and the press in general to 
distribute to the public the infor- 


mation which it must have in order | 


to obtain prompt and enthusiastic 
| cooperation in all war efforts on the 
home front, whether these be in the 
field of rationing, salvage, civilian 
|defense or purchase of war bonds. 
A tremendous load has been put 
upon the press in carrying all of 
this material. At present, the news- 
papers are devoting huge amounts 
of space to the reproduction of ra- 
tion cards and the point rationing 
schedule for canned foods. In other 
words, while carrying a large part 
of the government’s own program 
of information essential to civilian 
cooperation, they are being cut 
down in the amount of paper avail- 
able for doing this job. 

Now, after considerable fanfare 
in announcing another cut in news- 
print consumption for April 1, this 
time on a graduated scale, the cut 
has been indefinitely postponed, ap- 
parently as a result of Canadian 
reports that more pulp will be cut 
this year than had been previously 
anticipated. Perhaps this means an- 
other cut can be averted, perhaps 
not. No one seems to know. 

How much further can restriction 
of paper consumption by publica- 
tions go without seriously affecting 
the distribution of essential war in- 
formation? Unless the War Pro- 
duction Board has exact and con- 
vincing figures to the contrary, we 
seriously question whether further 
cuts can be justified. 


How to Raise War Relief Funds 


We commend to official and unof- 
ficial agencies which are seeking 
public support of all war activities 


not financed from tax collections 
the program of paid advertising 
which has been carried on during 


the past month by the United Na- 
tions Relief for Southern California. 

As reported in this issue of Ap- 
VERTISING AGE, this organization, 
representing all the groups which 
are striving to bring aid to the 


peoples suffering from deprivations 
due to the onslaught of the Axis 
forces all over the world, decided 
to save manpower in solicitations 
and crease the breadth of pub- 


lic response by the use of paid ad- 
These advertisements, 
upons attached, have brought 
a tremendous response, and the suc- 
the $1,000,000 drive 
ave been assured. Personal so- 
licitations have been limited to cor- 
poration gifts, individual contribu- 


vertising 
with co 


Cess of 


to h 


seems 


tions resulting exclusively from a 
campaign of powerful full-page 
newspaper advertisements depicting 
the distress of innocent sufferers 
from the ravages of war. 

With paper consumption reduced 
by all publications, and with adver- 
tising premium, it will 
be unreasonable to expect media to 
carry a considerable volume of ad- 
vertising in donated space. On the 
other hand, advertisements appeal- 
ing for funds for relief and 
other good causes can be self liqui- 
dating through the public response 
which it has been shown can be 
obtained for such appeals. Paid ad- 
vertising, therefore, should be re- 
upon to accomplish these ob- 
jectives, thus releasing both the 
manpower required for personal so- 
licitations and space in the news 
olumns which has been expected 
publicity as a back- 
ground for their efforts 


space at a 


war 


c 
to provide 
¢ 


TRADENAMES IN SWINGTIME 


ae det bier At 
Lore bi a 
t 


Liberty 


"| can't think of the name of the tooth paste, but their theme song goes: ‘Tum- 
te-um-tum tiddy-de-um-tum tum-m-m'!" 


Ad-libbing 


Shades of the FTC 

Admen on this side of what used 
to be called the “pond” facetiously 
and is now referred to as a pond 
in all seriousness may be interested 
to know that iodized socks 
made their appearance in British 
advertising. 

As the Newspaper World of Lon- 
don tells it, “Advertising in the pro- 


have 


vincial press for Simpson iodized | 
socks, made by J. W. Simpson 
(Chemist) Ltd., 43, Museum St., 


London, W. C. 1, emphasized that 
they ward off coughs, colds, chil- 
blains and flu. The copy states that 
the iodine from the sock stimulates 
natural circulations, as it is ab- 
sorbed through the pores of the skin 
and goes straight into the blood 
stream. It is emphasized that this 
does much more than ward off aches 
and pains due to tiredness, but also 
helps to stave off chilblains and 
colds, as all doctors agree that 
iodine in the blood increases resist- 
ance to germs.” 

Mr. Simpson has restricted his 
life-saving iodine treatment to socks 
for reasons good and sufficient, no 
doubt, but it becomes easy enough 
to visualize this type of treatment 


| Fund 


spreading so that Britishers will 
shortly be faced (or more appro- 
priately, clothed) with iodized | 


gloves and iodized underwear. 


Contestant’s Lament 

Allen Glasser of New York, who 
modestly describes himself as the 
“All-American Contestar,” finds the 
going a little tough these days, not 
because the contests are getting 
harder, but because they are getting 
fewer. So he sat himself down at his 
trusty keyboard, and dashed off the 
following verse, which based 
primarily on the news that 
P & G will conduct no con- 
tests for the duration. 


was 
item 
more 


PRIZES PENDING 
In a city in Ohio 
By the name of Cincinnati, 
Dwells a sponsor known to millions 
For the prizes they have giver 
For the contests they conducted 
Makers, they, of famous products 


Such as Camay, Lava, Crisco 
Ivory and Teel and Chipso, 
(xydol and many others 

P & G are their initials 


Sure you know them well, dear reader 
Listen, now, to what they tell us 
No more contests fe duratior 
‘No more prizes till it's over.’ 
Can it be we heard them truly? 
Do they mean to keep us waiting 
For old Mussolini's finish? 

Till the hide of Hirohito 

Hangs by that of Schicklgruber 
Very well, then, Mr. Procter! 

As you say, sir, Mr. Gamble! 


Now the Axis doom is hastened, 

Now their downfall has been speeded 
For there's nothing so determined 

| As contestants on the warpath. 


Just as soon as we have conquered, 
We'll be ready for your come-back, 
We'll be waiting, Mr. Procter! 
We'll be watching, Mr. Gamble! 


Sweet Salesmen 
Some time ago we told you of the 


— 


Information 
for 
Advertiser 


The following documents may be 
| secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2127. A Tale of 412 Cities. 

National Broadcasting Compan, 
‘has released this booklet which ; 
| the second volume of the report op 
\its all-county survey of daytime 
preferences of radio listeners jin 4) 
| cities. 


! 
| 


No. 2128. Our Desire, Our Capacity, 

Our Ability to Serve. 
| Forbes Lithograph Company 
|conducts a tour of its plant in this 
| interesting brochure. Illustrations 
| show the various departments which 
|handle jobs from plans to com- 
‘pletion, and the reader gets a 
glimpse of the Forbes plant at war- 
work. 


No. 2129. Memphis Grocery Sales 
Records. 
This is a 12-month record of 


actual consumer sales of 27 classi- 
| fications of food products—565 sizes 
|of 330 different brands—in Mem- 
|phis, Tenn., issued by the Commer- 
|\cial Appeal and Memphis Press- 
Scimitar. Tables list the brand 
standings, comparison of sizes sold 
, and percent of unit sales over the 
|12-month period, and graphs pic- 
‘ture the seasonal trend in each 
classification. 


Canadian company whose salesmen | 


were detailed to spend one week a 


month working for the government | 


by aiding in the sale of war savings 
stamps through the company’s re- 
tail outlets. Now National Candy 
Company of St. Louis has moved a 
step farther in this direction. An 
offer from 16 traveling candy sales- 
men to devote their full time and 


services toward the Victory Fund | 
|Drive has 


been accepted by the 
Treasury, Samuel T. Gay, general 
manager of the company, informs 


us, and most of them have already | 


started work under their county 
chairmen. “They are mighty good 
salesmen, and they will devote their 
full time and services to the Victory 
committees in their home 
towns without cost to the govern- 
ment, as the National Candy Com- 
pany will continue their salaries,” 
he says. 

All of the 16 men are above the 
age limit for military service. 
Travel over their regular 
territories has been suspended for 
several months. 


Jottings 


A booklet which the B/G chain | 


of restaurants is passing out to cus- 
tomers, called “This Is Our First 
War,” and telling the story of war- 
time restaurant problems in light, 
semi-humorous style, has won ac- 
claim for its excellent public rela- 


tions job. Toughest nut of all: B/G’s 
former slogan, “The Bottomless 
a” as 


If you’re interested in war effort 
posters, have Bert Johnston of Kro- 
ger Grocery & Baking Company, 
Cincinnati, show you the series 
originally worked up for their own 
stores. He may still have a limited 
supply available for outside use. . . 

Oxo bullion cubes, with what 
might be designated as typical Brit- 
ish advertising humor, takes advan- 
tage of the current interest in the 
Beveridge plan for social security 
to run an ad showing its package, 
with the accompanying copy: “The 
Beverage plan... promotes national 
welfare.” 

Another new name for what used 
to be institutional advertising, this 
one suggested by a class under Sells 
Stite at the University of Cincin- 
nati: “War retentive advertising.” 
Seems to us, by the way, that admen 
who can think up names and slogans 
for others’ products and services, 
ought to be able to think up a better 
one for their own use... 


trade | 


|No. 2130. Iowa Grocers Survey and 
Iowa Druggists Survey. 

| These surveys, issued by Station 
| WHO, Des Moines, present a picture 
|of the retailers’—grocers and drug- 
| gists—own preferences of media 
used by manufacturers for advertis- 
ing support. 


No. 2004. How One Business Went 
to War. 


Here is an interesting booklet, 
which shows how the management 
men of one company evaluated the 
approaching problem of conversion 
to war production, early in 1941, 
guessed what might happen to 
many peacetime products, and 
what was dene about it. Issued by 
Business Week, the booklet tells the 
story with illustrations of the com- 
pany’s advertising, and encloses a 


smaller booklet, giving the entire 
plan in detail. 
No. 2058. Fort Wayne Market 
Data. 
The Fort Wayne News-Sentinel 
has issued this continuing file o! 


basic data for the Fort Wayne mar- 
ket. The initial material includes 
/a county summary of the retail food 
market and a county map showing 
population, retail sales and News- 
Sentinel coverages. These come 
sturdy file folder for accommodat 
of future releases. 


No. 2083. How You Can Help Your 
Retailers Solve Their Wartin 
Problems. 

This “war album,” issued by As- 
sociated Business Papers, rep 
some of the problems facing ret 
ers today, and shows, by exam}] 
how advertisers and editors 
helping to solve those problem 


No. 2121. Performance Maps 
KDKA. 
Station KDKA has issued ' 


booklet, which contains a series 
coverage maps picturing the inc 
vidual results of nine specific ra 
offers made at different times of 
with several different types of P" 
grams. 


No. 2085. Philadelphia’s Clas 
Figure. 
Radio Station KYW has issue© 


this folder, which contains a map 
the Philadelphia trading area, W’*” 
a description of the production 4n° 
buying power of this territory, 2°° 
a map of what is termed the s'*- 
| tion’s “custom tailored” coverage 
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Recorders Reject 
AFM Demands, Pass. 
Ball to Congress 


/the employes, 


would it not be deemed an indirect 
increase in compensation to the 
members employed and, as such, in 
violation of the regulations? 

“(b) If, on the other hand, it 
were ultimately determined that 
the additional payment directly to 
the federation were not additional 
compensation, direct or indirect, to 
would not such a 


| payment be merely a gratuity, and 


Petrillo Ban Enters 
8th Month; Solution 
is Still Distant 


New York, Feb. 23. — Executives | 

of 12 major transcription and re- 
cording companies today rejected | 
the American Federation of Musi- 
cians’ demand for payment of an 
“unemployment relief tax” to the| 
union, and asked AFM President) 
James C. Petrillo to lift his seven- | 
month-old recording ban pending | 
Congressional consideration of his 
proposal. 
In an open letter addressed to the | 
union president, the recorders) 
termed his proposal that a specific | 
industry assume unemployment re- 
lief for persons not employed by it, | 
“an obligation based only on such | 
persons’ membership in a union,” a | 
“destructive and dangerous fallacy” | 
which is inherently unsound. 

Objections raised to the AFM 
plan were obstruction of technical 
progress; subsidy of non-employes; | 
penalizing of employment and use | 
of records; and duplication of gov- | 
ernment relief. 


Raises Many Questions 


The letter held that only the 
people of the United States are 
qualified to judge whether multiple | 
systems of unemployment relief ad- 
ministered by a variety of private | 
as well as governmental agencies 
shall be created, and proposed that | 
Mr. Petrillo submit his plan to Con- | 
gress. 

Fundamental questions to be 
answered. by Congress, the record- 
ers held, include: 

“(a) Would not such a payment 
directly to a union offer an easy 
means of evading the ‘wage freeze’ 
regulations; or, on the other hand, 


A 


INDIANAS - 
7. Hh 


LARGEST 
MARKET 


Industry consumes 
more power 


* Reflecting manufacturing 
activity inthe production of war 
goods is the increase of 92% in 
electric power production in 
Fort Wayne during the past 
three years. 


Industrial gas consumption 
has increased from 355 to 605 
million cu. {t.—an increase of 
70%—during the same period. 


Retail sales during that time 
show an increase of 73%— 
department store sales 69%. 


Fort Wayne is not only an 
active market today—in keep- 
ing with the generally acceler- 
ated pace brought on by war 
time— but also offers a degree 
of stability commanding atten- 
tion for the planning of future 
sales. 

* 


An ideal market 
for Test Campaigns 


* 


The News - Sentinel 


Fort Wayne's Good Evening’ Newspaper 
FORT WAYNE, INDIANA 


ee 
ee. 


therefore a waste of a company’s as- 
sets which would subject the com- 
pany’s management to liability 


| under the law? 


“(c) Would not your proposal 
be in violation of Section 8 of the 
National Labor Relations Act which 
provides that it shall be an unfair 
labor practice for an employer to 
‘contribute financial or other sup- 
port’ to any labor organization? 

“(d) What would the Treasury 


think of your proposal if it resulted 
in diverting taxable income in the 
hands of the employer to non-tax- 
able receipts in the hands of your 
union? 

“(e) If, on the other hand, the 
Treasury Department refused to 
allow such payments as a deductible 
expense of the employer, would not 
the employer be compelled to pay 
not only the contribution to your 
fund but also an income tax on the 
amount of that contribution? 

“(f) Would not any plan for 
creating artificial employment for 
unemployed members of the federa- 
tion be contrary to the policy of the 
Manpower Commission, which is 
seeking to draw into war industries 
at least those persons not presently 
employed? 

“(g) Would not such a payment 
as you propose subject both you and 


us to the charge of a conspiracy to 
maintain or to increase prices, and 
a resulting prosecution by the gov- 
ernment or civil suit by an injured 
consumer?” 


May Resume Inquiry 


Electrical transcription companies 
expressing individual and joint ap- 
proval of the rejection included As- 
sociated Music Publishers; Empire 
Broadcasting Corporation; Lang- 
Worth Feature Programs; Muzak 
Corporation; radio recording di- 
vision of the National Broadcasting 
Company; Standard Radio; World 
Broadcasting System, and C. P. 
MacGregor. 

Phonograph record companies in- 
cluded Columbia Recording Cor- 
poration; Decca Records; RCA Vic- 
tor division of Radio Corporation of 
America, and Soundies Distributing 


Corporation of America. 

With a complete retreat and re- 
versal of Mr. Petrillo’s stand held 
unlikely, because it would weaken 
his internal political standing with 
the AFM, it was expected here that 
Sen. Worth Clark of Idaho would 
order resumption of his interstate 
commerce subcommittee’s hearings 
into the recording ban within a few 
days. 


Reinhardt Appointed 


John W. Rheinhardt, formerly 
with the Philadelphia Suburban 
Newspapers and Electric Hose & 
Rubber Company, has succeeded 
Stanley Whiteway as advertising 
manager of Procter & Schwartz, 


Inc., Philadelphia, for the duration 
of the war. Mr. Whiteway is now 
on active duty in the armed services. 


™ how wimy sides hes 
a potece of news / oe 


The electrifying news of the rendezvous at Casablanca gave the press 
the headline of the year. It was many-sided business news, foo... as 
each of 4 Business Week editors evaluated it for management-men. The 
Editor called on the special skills and experience of the Foreign, War Pro- 
duction and Washington staff men for their points of view which when 


fused gave management-men a clear interpretation of the event. . . in 


relation to their own varied problems, their own responsibilities. 


Five BW editors took hold of Byrnes’ orders on a 48-hour week for labor, 
as that news rushed over our wires before his broadcast. Five specialists 
looked beyond its surface news interest and a few days later reported to 
management-men its important implications in terms of manpower, infla- 


tion, tax policy, and future political maneuverings .. . news upon which 


important business decisions for the future will be based. 


This analysis of not one side but all sides of a piece of news, in terms of 


business impact and significance, is characteristic of Business Week. 


You'll find that Business Week news stories are 
short in words . . . but long in usefulness. 
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will mark a first in shoe history for 
type and size of message in a na- 
tional publication. Announcement 
of shoe rationing came while the 
advertisement was on the press, but 
on about three-fourths of the run 
the company was able to insert this 
message to women customers: 
“Spend your shoe rationing coupon 
wisely. .. Insist on Gold Cross qual- 
ity!” 


Gold Cross Shoes 
Get Big Promotion 
Despite Rationing 


(Picture on Page 47) 


Cincinnati, Feb. 24.—The United 
States Shoe Corporation will con- 
tinue to advertise and merchandise 
its Gold Cross shoes aggressively 
during 1943 regardless of rationing 
and other restrictions on the indus-| 
try, it revealed this week. 


Also Will Use Dailies 


Other magazines scheduled to 
carry U. S. Shoe copy include Har- 
per’s Bazaar, Mademoiselle and 
Vogue, and additional advertising 
will appear in rotogravure sections 
of newspapers. Black and white 

The spearhead of the spring cam-| insertions in dailies will also be 
paign is a three-page four-color| used. First consumer announcement 
advertisement in the March 15 issue| of the change from Red Cross to 
of Life, which the company believes! Gold Cross, in compliance with a 


request of the President, was made 
in January (AA, Jan. 25). 
The first page of the forthcoming 


newspapers during the week of 
March 14. Counter cards and a 
four-color blowup of the magazine 
three-page advertisement is devoted | copy also are offered, along with a 
to an explanation of the change of| four-page rotogravure “Gold Cross 
trademark name. The remainder of | Pictorial,’ which carries the imprint 
the copy dramatizes a survey con-| of the individual dealer. 

ducted by Fact Finders, Inc., re- 
search organization. A “Wartime 
Fashion Jury” of 1,000 American 
women was asked to choose from a 


Stresses Quality and Style 


U. S. Shoe does not expect ration- 


ing to be a serious handicap to its 
merchandising. Since women are 
expected to spend their coupons 
wisely, quality merchandise will be 
in heavy demand. The retail price 
of Gold Cross shoes, $6.95, is in the 
| quality bracket. The quality and 
| styling, as well as comfort of the 
| shoes, are credited with sustaining 

In merchandising the promotion|a brisk demand for the footwear in 
to more than 1,500 dealers, the com-| past years—even without the bene- 
pany has urged them to tie in with| fit of selective buying engendered 


|full-page advertisements in local | by rationing. 


group of new Gold Cross shoes the 
ones they considered smartest and | 
most appropriate for this spring. | 
The eight most popular choices are | 
illustrated, including dress, sport, 
walking and service models. 


Asks Dealer Tie-up 


et. i 
aoune *Tyrinot® 


91,314 


returns from a single 
WGN broadcast 


Yy 


Y/ 
WY 


_ the outstanding network com- — 
petition on Sunday evening! © 
_ This is another testimonial of © 


720 Kilocycles 


50,000 Watts Gm 
i | 
SS 


MUTUAL 


rel jes 


BROADCASTING SYSTEM 


 WGN’s ability to produce for — 
its advertisers. This is another — 
reason why WGN leads all other 
_ major Chicago stations in local — 
and national spot business. — 


‘ 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York, N. Y. 
PAUL H. RAYMER CO., Los Angeles, Cal.; San Francisco, Cal. 


M 


——, 


Stockton-West-Burkhart, 


nati, directs the account. _ = 
EXEMPT PLAY SHOES 
Washington, D. C., Feb. 23 
Easing the plight of those who might 
be caught with slowly - mov... 


stock, the OPA exempted from re 
tioning restrictions this week coy. 
tain “play” shoes and other types 
not used for normal street wear | 

The supply thus affected is limited 
to shoes in the hands of retajle,. 
or wholesalers or in the process os 
manufacture. Any manufactureg 
after April 16 will go on the 
tioned list. 

Included in the new ration-free 
group, effective Feb. 25, are ski ang 
skate shoes, rubber-soled shoes wt}, 
fabric uppers, sandals, bathing slip- 
pers, and all baby shoes up to size 
four, whether hard or soft soled. 


ra- 


‘Buy a Pair, Leave 
One for Repair,’ 
Ford Shoe Advises 


New York, Feb. 24.—Advertising 
for M. Cohen & Sons, maker of Ford 
shoes, “Shenanigans” and “Whip- 
persnappers,” is currently being 
focused on the company’s new fac- 
tory shoe-rebuilding service, de- 
signed to help dealers get rebuild- 
ing orders on old shoes for every 
pair of new ones purchased. ; 

Initial advertisement appeared in 
Women’s Wear Daily Feb. 12, urg- 
ing dealers to hold up their volume 
with this special service. Retailers 
are also advised, “Repeat to you 
customers what our Mademoiselle 
advertising will tell them: ‘Wea: 
your new Shenanigans home 
Leave your old Shenanigans to be 
rebuilt.’ ” 

No ration stamp is required fo: 
this “‘shoe-stretcher” device. Ster- 
ling Advertising Agency handles the 
account. 


Rationing News 
of High Interest 


Three front-page gasoline ration- 
ing stories that attracted from 49 
| to 59% of the men and women read- 
ers of the Dec. 2 San Antonio Ex- 
press were exceptionally well read, 
according to the 56th Continuing 
Study of Newspaper Reading, pub- 
lished this week by the Advertising 
Research Foundation. 

A seven-inch inside story on 
coffee rationing stopped 42% of the 
men and 53% of the women. A 
639-line Packard war _ production 
advertisement, seen by approxi- 
mately 23% of men and 14% ol 
women, scored top readership fo 
its size. 


NBC Spot Sales 
Announces Promotions 


William oO. Tilenius, assistan! 
manager of NBC’s national spot 
sales department, has also been 


given the duties of supervising east- 
ern spot sales and local WEAF sales 

William C. Roux, formerly 
charge of spot sales promotion, ha 
been made assistant manager of the 
department, with supervision ove! 
sales development and sales promo- 
tion activities. Richard H. Ck 
formerly supervisor of spot 
local sales traffic in New York, 
been appointed sales service m 
ager. 


ie 


na 
171 


Fuqua to New York 

Nelson Fuqua, copywriter, 
been transferred from Chicago 
| the New York office of MacFarlan¢ 
| Aveyard & Co. 


} 


NATIONAL COVERAGE 
A’S SEVENTH INDUST®’ 
| Write for Sample Copy - Chicago, i. 
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@ NO. 1 of a series of exhibits from Esquire 
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Lequire, Inc. 1945 


"a face 


4 SS Se ee 


*& This is a face that may be seen in the current issue of 
Esquire. But, by that very token, it is far more than that. 
For the faces once seen in Esquire become a part of the 
dream-stuff of our fighting forces, all over the world. And 
what more natural, than that fighting men should dream 
of fair women, as they always have and will? And what 
finer role for an American girl than to go along, in the good 
companionship of the mind, to share with a million men 
the ardors and endurances of history's greatest ordeal’? 
This face will be seen, remembered, evoked and evolved 

into an ideal, by boys in base hospitals, on 
lonely watches, on far-off outposts, in des- 
erts and jungles, and on unfamiliar oceans. 


For this girl's imagined approval, a mil- 


e+ 
[a 
eee 


ee 
sets sail across a sea of dreams 


lion braver deeds will be done; for the favor of her remem. 
bered smile, a million jaws will grind on gritted teeth in 
the expenditure of extra effort, thus speeding by just that 
much the coming of the time that will again insure the pur- 
suit of happiness. Thus, in total war, is even a girl's smile 
mobilized. And thus, this face, so utterly unwarlike, makes 
a very real and valid contribution to the war effort. Or call 
it, if you prefer, simply a contribution to morale 

* The fact that Esquire now regularly reaches a measur- 
able percentage of the American fighting forces, to say 
nothing of its established popularity with the RAF, proves 
that the Magazine for Menis a recognized meansof communi 
cation to the most important ¢ lass of Americans, the men 


who matter most to our world of today. And tomorrow 


4 FAVORED WAGAZINE OF FIGHTING MEN 
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Fats Salvage to has been one of teeny spectacuer|Branham Promotes) coasideratie amount ct discussion, | NO Budget Cut for 


considerable amount of discussion, 


wartime advertising drives, with and Branham hopes that newspa- . 
Be Stepped Up, Kenyon & Eckhardt handling a vol- Copy Leeway Idea pers and their representatives gen- Texaco; Intensive 


unteer campaign financed by the) erally will get behind the move- 3 
Nelson Declares glycerine and allied industries. Chicago, Feb. 23.—The Branham | ment. New Series Begun 
Glycerine bobbed up in the Wash- | Company, yoy eye ————_ New York, Feb. 24.—A 
Washington, D. C., Feb. 24.—/| ington news from a different angle | organization, has launched its own 4 ; ew York, Fev. <4.—AA New series 
Glycerine, one of the most critical this week. While the WPB bever-| campaign to induce advertisers and Resigns os Publisher | stressing that the work and reac. 
of munitions materials, will be| ages and tobacco division was cate-| advertising agencies to ease the of Sports Afield tions of the average citizen 


needed more seriously in 1943—and| gorically denying that restrictions| problems of newspapers faced with| Ivan B. Romig has resigned as| or break a nation was release; ; " 
the War Production Board will|on manufacture or distribution of| paper shortages by permitting op-| vice-president and publisher of| week by the Texas Compan) 
therefore step up its campaign on/|cigarets is necessary at present, it| tional insertion dates on advertising.| Sports Afield but will continue as D . 
waste kitchen fats. | pointed out that the industry uses| Branham is promoting the idea} sales and advertising director. emocracys 

“More and more,” Donald Nelson) three critical products: sugar, | with advertising in the business In accepting Mr. Romig’s resigna- 


declared, “we are relying upon the| glycerine and diethylene glycol. | press and by mailings to 1,300 ad-|tion the directors of the company No | 
- 


homes and restaurants of the nation! Cigaret manufacturers have|vertisers and agencies, explaining| have abolished the title of publisher. 
to supply waste fats and greases|sought to find a _ substitute for| that the practice of giving news- | W. F. Taylor, treasurer, has been 
from which glycerine is made. If! glycerine, but none has panned out| papers some leeway on insertion | named business manager of the 
sufficient quantities of glycerine are| very successfully as a hydroscopic | dates not only helps the newspapers,| Minneapolis office. Gordon  H. 
obtained, it is reasonable to expect| agent. Glycerine has partly been| but also may help the advertiser in| Rogers, for the past seven years ho is he? 
a balancing of essential demands| replaced with glycol propelene,| such matters as position, late ar-|eastern advertising manager, has ~WNO IS he? 
for, and supply of, glycerine.” apple syrup and other substitutes. | rival of copy, etc. |entered the armed services. 


“See, darling, it’s a valley 
—not a psychosis!” . 


1,000-line advertisements in approx- 
imately 300 newspapers in 100 cities, 
Theme of the series is “You Against 
| Your Enemy.” 

| Proof that Texaco will not slacken 
_in advertising momentum this year 
| is given by a continued campaign 
in half a dozen magazines. Spon- 


sorship of Metropolitan opera 
broadcasts terminates for the season 
next month. The Sunday night 


| Fred Allen show continues. 
Newspaper and magazine adver- 
tising is handled by Newell-Emmett 
| Company, while Buchanan & ( 
directs the radio portion of the 
| account. 


Account to Kimball 

| The Odell Company, Inc., Newark, 
has appointed Abbott Kimball Com- 
pany, New York, to handle adver- 
tising of Trol hair tonic. 


BALTIMORE'S BLUE 
NETWORK 
OUTLET 


" KAY, I thought she meant the other magazines they read that Of course not all TIME women are 
manic-depressive, the kind carry advertising. columnists or commentators—in fact, 
that the psychiatrists talk about. most of them are just homemakers— 


One of them is columnist Hedda 
Hopper, who writes, ‘‘I save Friday 
evening by the fire so I can devour 
TIME from cover to cover’’...another 


“But how long does this go on? First 
she gives me a geography lesson on the 
Russian front—then she explains our 


but taken together they are a dream 
market for anything that sells to 
women. For the TIME woman has 


strategy in the Pacific—and she winds is aie enestatl eucuestbiins 2’. times as much to spend as the 
up giving me the low-down on Rum, ide Galley Allen, whe cays, “As @ average woman—and what she wears 
pay-as-you-go, and Rommel, go-while~ woman doing a more pri a dou- or says or buys, the rest of the crowd 
you-can. W _ ” -” _s this stuff? ble job, | find TIME a real ‘time- wears or says or buys. 

Well, little man, she’s undoubtedly cover’... another, Berathy Bix, In short, TIME’s over a million 
8 » . says, “There is every reason why : 

joined the 5-to-1 club—that great nneiaen censitth asia tt einai women readers are a mighty hand- 
group of more than a million well-off, for their not doing so—uniess they some force for spreading the good 
well-posted women who read TIME— belong to the beautiful-but-dumb word about a good thing around 
say they prefer TIME 5 to 1 over all class.” this nation. 


Nowadays lhe Uillle woman knows WHAT'S Cf 


| KLY NEWSMA 


THe WEE 


- SPOT SALES, INC. — 
New York - Chicago - San : 
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Why are people 
spending 50% 


more time with 
the new POST? 


— war-busy America—men and women of all ages are spending 
30% more time with the new Saturday Evening Post. 


a+ 


The reasons? An aliveness and alertness to the fast-moving panorama of national 
and world events. A livelier tempo in key with the times. Straightforward—solid 
support of every phase of the war effort. Far-seeing views on business, labor, 
education, government. Brilliant fiction and humor that entertains the entire fam- 


ily wholesomely and decently. 


Rockwell’s Four Freedoms 
Significant Editorial Contribution 


Outstanding example of the new Post’s editorial enter- 
prise—the exclusive publishing of Norman Rockwell’s 
four masterpieces—The Four Freedoms. Acclaimed 
and participated in by famous radio personalities. 
Adopted as a major public educational program by 
OWI—issuing millions of posters. Featured in na- 
tional War Bond Show and drive in collaboration 
with U. S. Treasury—details to be announced later. 

Week after week—the new Post is winning added 
readership . . . added interest . . . added enthusiasm. 
People like the new Post. 
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\ ] ice of the Advertiser I do not want to minimize the mag-| mately six million pounds (dry 


Montreal Dailies Agree 


on Proper Cartoon 


To the Editor: I thought you 
would be interested in one of those 
coincidences that occur now and 
then, and that are reported in trade 
papers in the States. 

On the same day, a cartoon ran 
in the Montreal Gazette on “Russian 
Dance,” and another one appeared 
in Le Canada on “Return to Berlin 
via the Goose Step.” Both are 
morning daily newspapers in Mon- 
treal. 

This indicates that the French 
Canadian mentality is not so far be- 
hind that of the English-speaking 
Canadians. 

H. P. DIEHL, 

Business Manager, Le Canada, 

Montreal. 
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Springtield Defends Its 
Population Possibilities 

To the Editor: We read with in- 
terest the survey of postwar growth 
possibilities of metropolitan coun- 
ties, as shown on Page 27 of your 
Feb. 1 issue. However, we were 
disturbed to find the city of Spring- 
field, Ill., listed in the bottom classi- 
fication. 

According to this survey, Spring- 
field is in Class D-3, which is made 
up of cities that lost population dur- 
ing the present war and which in 
light of past performances have 
little prospect of recouping their 
losses. 

We emphatically refute this 
classification for springfield, as this 
city has grown with every census 
and the following figures show that 
we have an increase of almost 12,- 
000 since 1940, and almost 11,000 in 
the city and county combined. 

Here are the figures: 
City of Springfield 

census 


ee cbs Edin a oe 42 
ES Pee eee 
Total population for city 
and county 1940 census.. 103,465 
Sugar Ration Registration 
for city and county °42.. 114,246 
Increase 10,781 
We are contacting Mr. Hauser of 
the Bureau of Census to have this 


This department is a reader’s forum. 


classification corrected, as we be- 
lieve that it does Springfield an in- | 
justice, and may prove harmful if} 
used by firms planning expansion | 
programs after the war. 
DAVE JONES, 
President, Springfield Junior 
Chamber of Commerce, Spring- 
field, Ill. 
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‘Journal’ Boosts | 


Victory Garden Drive 


To the Editor: We read with a 
great deal of interest your article in| 
the current issue of ADVERTISING AGE 
on Victory gardens, and believe that | 
you will be interested in the fact 
that the Journal is getting whole-| 
heartedly behind the effort in the 
city of Portland, and the state of| 
Oregon. 

We are attaching a memo which 
gives the highlights of some of the 
phases of the promotion, and also 
are sending you the latest copy of! 
the Sunday Journal garden maga- 
zine. 

We think that you may be inter- 
ested in several of the phases of this 
program; we have already arranged 
for privately cultivated Victory gar- 
dens situated in various soil areas 
of the city. These will be cultivated 
by their owners but may be in- 
spected by interested gardeners 
around the city. We are having so 
many of them so that they will be 
easily accessible to visitors. By 
this method we are able to offer 
so-called model gardens without the 
fearful headache of the manpower 
situation if we endeavor to cultivate 
them ourselves. 

We are working very closely with 
the ten housing projects in Portland 
in the promotion of Victory gardens 
on that land, and we are also work- 
ing with shipyards, who are urging 
their men to plant Victory gardens. 

As a supplementary thought I 
might also mention that we are pro- 
moting our Victory garden work 
through the news columns and the 
“Journal Junior” columns, and try- 
ing to get the youngsters interested 
in helping their elders cultivate a- 


Letters a 


DAILIES KEEP IN STEP — 


re welcome. 


Retour a Berlin 


RUSSIAN DANCE 


The Montreal Gazette and Le Canada came out on the same morning with these 


similar 


cartoons. 


garden, and to farm out their labor 
to neighbors on the street who may 
want some spading, etc., done. We 
are also carrying out a heavy pro- 
motion through our home economics 
department because we want the 
Victory garden program to end with 
the produce canned on the home 
shelves. 
M. ELIZABETH TOBIN, 
Promotion Manager, The Jour- 
nal, Portland, Ore. 
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Waco Company 
Aids Garden Program 


To the Editor: We have just read 
with interest your article in the Feb. 
15 issue of ADVERTISING AGE. We 
are enclosing herewith a _ booklet 
called “Plant a Garden for Defense 
Health and Economy,” which we 
feel will be of interest to you. 

Distribution of this book will be 
made through the Wm. Cameron & 
Co. outlets which are listed on the 
back cover. Newspaper advertising 
will be used in a list of some 80 
papers calling attention to this book, 
and we are enclosing herewith a 
proof of the first of the series. 


A. E. QUINN, 
Advertising Department, Wm. 
Cameron & Co., Waco, Tex. 
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Employes Get Facts 


To the Editor: In the attached 
envelope is a copy of the booklet, 
“Greenlee at War,” which has just 
been distributed to our employes. 


Its purpose is to give them a better | 


knowledge of the importance of 
Greenlee products in the war effort 
and, through this, a better under- 
standing of the importance of the 
work they are doing. While it is 
not as much of a book as some of 
this type that have been published, 
it does seem to have done a good 
job for us. 

This copy is being sent you with 
the thought that you might like to 
look it over and, possibly, give it 
editorial mention, providing you 
consider it of sufficient interest to 
your readers. 

R. E. BRIGHTUP, 

Advertising Manager, Greenlee 

Bros. & Co., Rockford, Ill. 

[Editor’s Note: The “Greenlee at 
War” booklet gives an interesting 
picture of the company at work, 
with illustrations of its products 
from screw drivers to screw ma- 
chines, and action pictures of the 
production line and of employe ac- 
tivities. ] 
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Calls Processing Real 


the proBDlem, however, and frankly 
the agricultugal side presents a far 
less serious problem than the proc- 


nitude of the farm or agricultural 
side one little bit. 

For several years Food Industries 
has been pointing out, not only in 
published editorial material but 
through letters and personal visits 
with government department heads, 
the seriousness of the problem. 

Practically every item of food 
used in this country today and 
needed for export to either our own 
armed forces, our obligations under 
lend-lease, or for the feeding of the 
population of conquered territories, 
must be processed in some form or 
other. Even the fresh fruits and 
vegetables coming to the markets 
where we in the U. S. A. shop, are 
processed. However, let us confine 
our remarks to those items that are 
either baked or otherwise cooked, 
frozen, dehydrated, or dried. 

The shortages of tin, steel, plas- 
tics, paper, rubber, in fact, all of 
the materials needed in the process- 
ing steps of food preservation 
brought about the revival of dehy- 
dration. By dehydration, we do not 
mean drying, such as was practiced 
in the processing of prunes, raisins, 
etc., where all but about 20 to 25% 
of the moisture is removed. On the 
contrary, we are talking of the 
removal of all but approximately 
5% of the moisture. 

In 1940, dehydration of vegetables 


weight) per year. Today, ou; 
ernment wants four hundred Million 
pounds or more. This re jUires 
approximately the same tonnage of 
raw materials needed by our vege. 
table canning industry today In 
other words, the food proce sing 
industry must add a new branc}) fo; 
obviously they cannot convert al) o¢ 
the canning plants who still must 
pack as much, if not more, to take 
care of armed force feeding ang 
lend-lease commitments. 

Dehydrated vegetables are only 
one part of the problem. Tremenp. 
dous increases in dehydrated soups 
meats, fruits, milk and eggs swe! 
the total needed of dehydrated 
products close to the two billion 
pound (dry weight) mark. 

What I am trying to point out js 
this one simple fact: that Supposing 
our farm products are tremendously 
increased, we just don’t have the 
plant capacity to process anything 
like the increased agricultural pro. 
duction; and until this plant capacity, 
to say nothing of the labor neces- 
sary to run the plants, is provided 
for, then there will unquestionably 
be greater losses of raw materia] 
than you have enumerated in your 
article. 


S0v- 


M. A. WILLIAMSON, 
Vice-President & Publisher, 
Food Industries, New York. 


‘Issue in Food Problem 


¢ That is the reason— 


oes it—in Philadelphia 


* In newspapers, I does it in Philadelphia. 


¢ Specifically, The Evening Bulletin, with its cir- 
culation* of over 600,000, gives a concentration 


of coverage in the city of homes of 4 out of 5 
families. 


To the Editor: I was very much 
interested in reading in your Feb. 
15 issue the editorial headed “Food 
Will Win the War.” 

Like so many utterances in the 
public press, you have taken up the 
angle of the farmer and have said 
nothing at all about the food proc- 
essor, who, in reality, is likely to 
prove to be the bottleneck. 

There can be no question but that 
this country is facing a food short- 
age problem that promises to be 
extremely difficult and trying—even 
dangerous. 

There are two distinct parts to 


* More and more advertisers are pursuing this 
policy: A thorough advertising job in The Bulletin 
is the primary requisite to a thorough job in the 
important Philadelphia market. 


*Largest evening newspaper in America. 


In Philadelphia—nearly everybody reads The Bulletin 
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One way we can lose this war is to be too ~ 


sure of winning it. 
Hitler knows this. 7 


He knows that the main purpose of his prop- 
aganda is to discourage us. But he also knows 
that sometimes it can help his side to encourage 
us to overconfidence. So now Hitler and his sly 
followers have started working this side of the 
street. 


Now they flood us with rumors designed to 
make us overconfident. They know there is 
nothing that increases absenteeism, slows down 
production, and encourages griping at needed 
restrictions so much as the feeling that victory 
is almost in the bag. 


This means that you, as a Rumor-Warden, 
must be alert to both types of attack. Weigh 


—_™ 


everything you hear, not only against the fol- 
lowing points: 
1. Will it hurt morale? 


2. Does it make you distrust your government, 
business, or labor? 


3. Does such a rumor tend to discredit our 
Allies? 

4. Who would benefit most by spreading this 
rumor, our enemies or the United States? 


But in addition to these four points, add a fifth 


to your Rumor-Wardening: 


5. 1s this story designed to breed overcon- 
fidence? 


If it is, explain to the teller how harmful it is 
to spread such a rumor. Ask him to measure 
all “inside information” he hears against the 
above five points. Soon he’ll become a Rumor- 
Warden himself instead of a Rumor Spreader. 
And we'll have a voluntary organization that 
will be more than a match for Hitler’s prop- 
aganda machine. 


YOUNG & RUBICAM, INC., ADVERTISING 
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| a 
| stricken peoples in all of the coun- 
‘tries which have suffered from 


| invasion and war devastation, is sup- 


L. A. Learns How 
se | ported primarily by full-page news- 
Advertising Does i's: Sisesaai.caaiynas 
+ s 
Fund Raising Job 


| papers, as well as 40 dailies in other 
/communities of southern California. 
War Relief Drives 
Get Results at 


|The campaign runs from Feb. 1 
Unusually Low Cost 


Gundy Advanced 


Bradley B. Gundy, formerly On- 
tario manager of Canadian Business, 
Montreal, has been appointed busi- 
ness manager, succeeding K. J. Mc- 
Ardle, who has resigned. 


Joins N. W. Ayer 


Philip C. Rogerson, formerly of 
Time, has joined the public relations 
staff of N. W. Ayer & Son, New 
York. 


Grant to KARK 


Bruce Grant, formerly with Sta- 


STORY OF SUFFERING SWELLS FUND 


| to 28 

With personal appeals limited to 
| corporation gifts, the advertising has 
carried the principal load of reach- 
ing and activating the public, and 
up to this date nearly $600,000 of 
the $1,000,000 objective has been 
raised. The campaign is handled on 
tions KSO-KRNT, Des Moines, has} Los Angeles, Feb. 23.—A striking| 2 ™4il-order Rago J with “oo 
been named studio manager of Sta-| demonstration of what paid adver-| Sah to Oot in t ‘auntie ertising. wed 
tion KARK, Little Rock, Ark., suc-! tising space can do to promote fund | dail “ — UUONS SIS TSCSIVS 
ceeding Paul O. Godt, resigned. | raising campaigns, accelerating pub- ally by man. 
lic action and saving an enormous Graphic Appeals Made 
amount of personal effort, has been 
supplied by United Nations War Robert L. Smith, executive vice- 
Relief for southern California. president of the Los Angeles Daily 

Taking advantage of the success-| News, who is general chairman for 
ful experience of the China Relief| the campaign, also headed the China 
Fund, which in this area raised! Relief drive in 1942, and is enthusi- 
$750,000 last April, against a quota/|astic about the possibilities of paid 
of $500,000, the new drive, which | advertising in carrying to the public 
includes plans for the relief of appeals to generosity based on 
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Let's Face These fects 
During the fit 10 months of war ee were badly beaven toe 


IT PAYS OFF! 


Definitely, it pays to advertise in Popular 
Science’s Classified Section if you have 
anything to sell to men. Some 400 adver- 
tisers every month—it must pay! May 
Issue closes March 8th. Send your ad in 
today or write for Classified Folder A-2. 


Fourth Ave. 
PULAR SCIENCE © jxy York city 


for them we fortunate Americans would mot be remote from actual bac 
teres non would we emp our present security 
horror of war 


tree trom Se 


stones wo Tokyo. Chins i fighting our ight and winning Her 
propic took vo ws tor help We canmor let them down 
Besse atver more than (wo years of unprecedented privacon sad 
heer rahest lade invaded her homes 1 
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brave people need our help They need it badly They need « sow 
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Aline: rsemteal to the wemmumg of the war 
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P UNITED NATIONS WAR RELIEF 


712 UMION GAME SABO. © LOS ANGELES CAH © THiniy 1088 


Full newspaper pages which tell a poignant story of war-torn countries are helping 
raise money throughout southern California for the United Nations War Relief. 
Here is an outstanding example of the appeals being used. 


humanitarian sentiments. He has| Chandler, publisher of the Times; 
written much of the copy appearing | Don Belding, Foote, Cone & Belding; 
in the campaign, which has a/|Don E. Gilman, vice-president of 
powerful story, based on a graphic! the Blue Network; Roy McNeil, Fos- 
presentation of the suffering of men,| ter & Kleiser; Harry Maizlish, 
women and children in the countries} KFWB; Dan B. Miner, agency head; 
which have suffered the full effects| Judge Harlan G. Palmer, Hollywood 
of total war, and the small cost at| Citizen News; Don W. Thornburgh, 
which relief can be administered. | vice-president, Columbia Broadcast- 

The main campaign has consisted| ing System; Lewis Allen Weiss, 
of four full pages, appearing at) executive vice-president, Don Lee 
weekly intervals in the Daily News,| Broadcasting System; Manchester 
Examiner, Herald-Express’§ and Boddy, publisher of the Daily News, 
Times. The advertising has been| and Charles E. Arnn, vice-president 
paid for at the full local rates. In|and advertising director of the 
addition smaller copy, of a pictorial | News. 


character, ran last week to supple- | 


ment the full page schedule, appear- | . 

ing in all newspapers on Feb, 20. Kasco Mills Launches 
Coupons published in Los Angeles | Its Biggest Campaign 

papers carry the address of United Kasco Mills. Toledo. O.. and Wav- 

Nations War Relief. In offering the erly, N. Y maker of poultry feed 

advertisements to outlying news- | | eeddiiall 


; ; |has started its largest advertising 
i papers, the sponsors provided that campaign in history, using farm 
veuered tr: Sdiu wa d coupons carry the name of the indi- ublications . 
- ith ponte EPPort Fdens a vidual newspaper, which deducts P creates 
With fin 2 ty the... ae ; - a Back covers and three-color pages 
© home tror toot 20% from contributions up to the| s+e¢ being used in 
g é : 


the Michigan 


% Call it morale building, call it news, 
call it what you will. The job of keeping ; 
folks informed on home front news is’ 
of utmost importance. The Journal tells 


The Journal conditions its 
readers to your wartime ad- 
vertising message ... and 


gives you MORE readers 


amount of its local rate, after which 
the full amounts are remitted to the 
relief fund. In this way all adver- 
tising employed outside of Los An- 
geles county has been immediately 
self-liquidating. 


China Relief Cost 5.7% 


The China Relief fund of $750,000 
raised here last April cost $43,000 in 


Farmer, Ohio Farmer and Southern 
| Planter to reach the Toledo dis- 
|tributing area. The Waverly mills 
| have scheduled copy in New Jersey 
|Farms and Gardens, Pennsylvania 
|Farmer and Poultryman. Camp- 
bell-Sanford Advertising Company, 
| Cleveland, directs the account. 


advertising expense, a ratio of a Six Join AFA 


them what they want to know, when they little more than 5.7%, an amazingly 


where you want them—in 


‘ , ; 45 ; The following have been admitted 
want to know it. Oregon's Primary Market — low cost for fund raising operations | ¢, mt wetter in the Advertising 
: the Portland Area. of any character. Mr. Smith and/| federation of America: Grant Ad- 
In this, The Journal has done one of the | his associates on the United Nations| yertising, Inc., Chicago: Bennet'- 
outstanding jobs in the nation; just as % | ae penned ee have been deluged | Advertising, High Point, N. ( 
juests for mats of the adver-| Wearstler Advertising, Inc., Young:- 
The Journal has always been foremost HERE _tisements from other areas where|town ©.- Hitchcock Publishi 
. . " ‘ , | this ¢ $s ar i ae tals heise 
in considering the interests of its readers. of The Journal's 140,762 | poe chon x 4 presen age yg. | ne pre yan —_ son 
. ‘ i . . . . wi tig hie Peay pas , | Publishin ompany, ittsbur¢ 
That’s why The Journal is today, as it daily circulation is con- |new advertising technique will be| ang ¢ B P 
| 


widele adasted apitol Broadcasting Compa! 
> y é ” M t , a. 

Many advertising and media men|" _ 

| have participated in the Los Angeles | 

,;campaign. Among them are Paul Fawcett Promotes Cutler 
| Armstrong, California Fruit Grow- Al Cutler, formerly newssta 
) ers’ Exchange; Dr. Frank E. Bar-| circulation manager of Fawcett D 
ham, publisher of the Herald-Ex-|tributing Corporation, Greenwi' 


has been for years, the preferred news- 
paper in the Portland Area. 


‘x 66% 


of Oregon’s 35 million 


Typical of The Journal's mews reporting of 
wartime living is its Civilian War Information 
Bureau. The bureau answers questions on price 


. |press; Richard A. Carrington,| Conn., has been promoted to cir 
ceilings, ration data, housing and on the scores dollar current monthly in- | publisher of the Examiner; Sidney | lation manager, succeeding All 
of restrictions and regulations that arise in a dustrial payroll is earned |Strotz, vice-president of National| Adams, who is on leave of abset 
; | Broadcasting Company; Norman! in the Navy. 
wartime economy. and spent. . 
Preferred Newspaper of the Portland Area Ww C S . 
| “Ask your 
| to ask the 
e JOURNAL Coton. Serving Coastal Carolina 


PORTLAND ...OREGON 


Portland's Afternoon Newspaper 


Represented by REYNOLDS-FITZGERALD __ New York 
Chicege + Philedeiphie + Detroit + Los Angeles + Sen Francisco 


1000-500 watts - CBS 
CHARLESTON, S. C. 


~ FREE & PETERS, INC. | 


Exclusive National Representatives 
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leseennmeenetiaianalell 
said the Great Big Bear in his great, rough, gruff voice 
“SUMEBULY HAS BEEN 
READING MY PAPER’ 
said the Middle-Sized Bear in his middle-sized voice 
rT 
SUMEBUWY HAS BEEN 
' READING MY PAPER’ 
$; 
said the Little, Small, Wee Bear in his 
; little, small, wee voice 
i; 
id 
h, 
t 
- 
-r 
$, 
, RIGHT NOW, there are a great many Goldilocks Are you interested, for instance, in the fact that L. M. Clark, Ine. 
: and their mothers and fathers whose living inter- found a higher “Observation per 100 Lines of National Advertising” 
? est and curiosity in the world at war and at home figure for women readers of THE BOSTON GLOBE than for women 
; = are causing them to read newspapers more than readers of any of the other newspapers studied—5 per cent higher than 
, iy ever before. BUT, exactly how well read are these that of the other Boston paper covered by the survey? 
s _ 9 shite . 
y 2] Sig ae Yan wm h papers are on ‘< Are you interested, for instance, in the fact that L. M. Clark, Ine. 
a - se ; i aS Ss. 4 7 : . ° ° ° ee . 
‘ on ees nee aon SUpeTION quectiens, The found a higher “Observation per 100 Lines of Retail Advertising” 
, answers, once found, make the advertising man’s 


figure for women readers of THE BOSTON GLOBE than for women 


media selection job as simple as A BC. For it is obvious that your , 
; readers of any of the other newspapers studied — 18 per cent higher 


advertising story will be better read in the best read newspaper. ; 
than that of the other Boston newspaper covered by the survey? 


As publishers of a newspaper, we tell an advertiser how many If you'd like to know more about these Clark Studies, phone or 


men and women read that newspaper. And we tell the advertiser write the office nearest you among those listed below. And, if you 


where those men and women live, how much rent they pay, how scone | haven't seen a copy of “Confessions of America’s Most Exasperating 


oil burners, electric refrigerators and automobiles they own. But Newspaper — According to the Research of L. M. Clark, Inc.,” we'd be 


isn't it just as important —if not more important — for that adver- al 6s cond ven ene, Mav wet 
S « > “* + d . 


tiser to know how well read our newspaper is? 


y = 
If that is important — and we think it is — we've got a story to dhe Poston Oslobe 
tell. 


For L. M. Clark, Ine.—the people who make a business of 
MORNING e@ EVENING e@ SUNDAY 


studying and analyzing newspaper readership across the country — 


found THE BOSTON GLOBE to be the most thoroughly read standard- og nga yh paaaa lta Sap Mek, Te ee & CO. 
size newspaper of 23 surveyed in 11 major American markets (2 pete yy — — ee 

papers in Boston, 21 others in 10 other cities). In fact, the Clark Russ Building Conerel Motors Building 

surveys — made between January 1939 and June 1942 — found THE a Hae geo ceiitornte Trinity 2-7810 

BOSTON GLOBE first in Boston and first in the Nation, in “Reader Pech Contead Delidins TimeMiien Beibties 

Traffic” and in “Reader Observation per 100 Lines of Advertising.” ee ae wr gr eae 


Your Advertising Story will be BETTER READ in the BEST READ Newspaper 
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‘Outlaw’ Posters 
Raise Coast Furor; 
Posters Outlawed 


(Picture on Page 47) 


San Francisco, Feb. 23.—Howard 
Hughes, independent motion picture 
producer, is making a smash hit of 
his new film, “The Outlaw,” featur- 
ing Jane Russell and Jack Buetel, 
but he ran into difficulties during 
the first showing of the film here 
when the 6-sheet and 24-sheet post- 
ers widely displayed on poster 
panels throughout the area through 
Foster & Kleiser were banned by 
action of the district attorney and 
chief of police. 

The posters, showing Miss Russell 
undressed to a considerable extent, 
are undoubtedly gorgeous reproduc- 
tions of her brunette beauty. Dis- 
played in residential as well as 
commercial areas, however, they 
brought down the wrath of church 
groups and parent-teacher associa- 
tions, especially as the result of 
school boy defacement of some of 
the six-sheeters which were within 
reach of mischievous hands. 

A hearing before Clarence W. 
Morris, municipal judge, last Satur- 
day, when complaints were formally 
presented by Matthew Brady, dis- 
trict attorney, and Charles Dullea, 
chief of police, brought an agree- 
ment by Foster & Kleiser to remove 
the offending displays. New posters 
in black and white were rushed 
through the printing plants yester- 
day, by the use of emergency staffs 
and overtime pay on the holiday, 
and the new sheets will be up in 
most locations today and later in 
the week. 


Film Itself Okay 


No objection has been raised to 
the film itself, which is a Western 
featuring the life of Billy the Kid. 
Jane Russell supplies the love inter- 
est, and according to reviewers in- 
troduces more sex into the career of 
the famous two-gun fighter than 
he experienced in his whole life. 
Walter Huston and Thomas Mitchell 
also have leading roles, though the 
Hughes production is intended to 
give a triumphant introduction to 
his two new stars, paralleling his 
promotion of the late Jean Harlow 
in “Hell’s Angels.” 

George McCall, well-known fig- 
ure in broadcasting and movies, 
who directed the film and is man- 
aging the premier presentation here, 
explained that it is being released 
in one city at a time, inasmuch as 
Miss Russell and Mr. Beutel, the 
stars, accompany the film and pre- 
sent a five-minute sketch with 
Frank McHugh as master of cere- 
monies. It has been displayed for 
a little more than two weeks at the 
Geary, a legitimate theater, and will 
be shown at a larger house, the 
Tivoli, for two weeks before moving 


to Salt Lake City and other cities 
throughout the country. 

The film has been backed in San | 
Francisco by the greatest exploita- | 
tion given a picture since “Gone 


With the Wind.” Not only a heavy 
showing of outdoor posters, but | 
large space in the newspapers, post- | 
ers on the street cars and other} 
forms of publicity have been used. | 
There are three showings of the film 
daily, with all seats reserved, and 
in the two weeks it has been on 
display here the picture has grossed | 
$59,000, with an attendance of over | 
46,000 people, according to Mr. Mc- 
Call. 

Independent producers handling | 
their own film distribution fre- 
quently encounter difficulties in the | 
tightly organized movie industry, | 
and the sponsors of “The Outlaw” | 
seemed inclined to blame at least a 
part of their troubles on the com- 
petitive situation. 


a 


*~ 
Largest audience 


in the business field * | 
(387.226, all net paid ) 


CHOOSE THE 
LEADER IN 
THE BUSINESS 


+--+ + + + + + HF 


Dunning Joins R & R; 
Nickel Appointed 


R. Del Dunning, for the past four 
ears advertising manager of the 

ntaur and Cummer Products di- 
visions of Sterling Drug, Inc., has 
joined Ruthrauff & Ryan, New York, 
as account executive. 

O. J. Nickel, formerly with Proc- 
ter & Gamble Company, has been 
appointed advertising manager of 
the Cummer Products division of 
Sterling Drug. 


Campbell-Ewald Moves 


The eastern division offices of 
Campbell-Ewald Company have 
been moved from 1230 Sixth Ave. 
to the Eastern Air Lines building 
at 10 Rockefeller Plaza, New York. 


Two-thirds of M en 
Marry Before 30, 


Census Reveals 


Washington, D. C., Feb. 23.—A 
native-born white man has less than 
one chance in three of reaching the 
ripe old age of 29 without being 
married, the Bureau of the Census, 
Department of Commerce, revealed 
today. 


Among native-born whites, 30% 
are married in the 20-24-year 
bracket, 66.5% in the 25-29 bracket, 
and 79.6% in the 30-34 group. White 
native-born men of foreign paren- 
tage, and foreign-born men, marry 
somewhat more leisurely, with a 
lapse of about 15 and 10 percent- 


— 
age points respectively between the| gory, naturally because o; the; 
groups. older concentration, the f reign. 
Part of the reason for the foreign-| born element surged upward. With 


born lag at the altar can be traced | 83.8% of the men over 15 marrieg 
to the age composition of this group. | and 90% of the women. The native’ 
The median age for foreign-born is| °f-foreign-parentage figure wa. 


51 years, as against 29.4 for foreign| Somewhat lower than the over.ay 
parentage and 26.1 for native-born. | Statistics. 

Restrictions on immigration have 
prevented the replenishment of 7 
young people in the foreign-born Publicity Men Elect 
group, and the survivors of past im- William H. Baldwin, of Ba iwin 
migration are now concentrated in| Beach & Mermey, has been elected 
the upper age brackets. chairman of the board of the No. 

These figures, which are a part| tional Association of Publicity pj). 
of the 1940 census analysis, reveal| rectors. Committee chairmen electeg 
that the Americans are, generally|are: Allen Ames, Ames & Nor, 
speaking, a “marryin’ nation.” The| Harry A. Bruno, H. A. Bruno & Ag. 
proportion of the white population | sociates; Pauline Mandigo, Phoenj, 
15 years and older that was or had| News Bureau; and David Resnicy 
been married was 66.9% for men,| National Association for the Pre. 
and 73.8% for women. In this cate-' vention of Blindness. 


SILEN CE has forged the chains of slaves. 


Freedom has gone its struggling way to death in many lands 
because the lights went out, because men DID NOT KNOW... 


Dictators take care that men shall not, 


cannot know... 


There is no Freedom of Expression for any man in the 
conquered, death-dark lands across the sea. For their free 


newspaper has gone. 


For 150 years we in America have known the enriching 
privilege of Representative Government and its Liberties 
because we have lived in the sunlight of free expression, 


in the knowledge of the Facts. 


Without the free newspaper, darkness would have 


fallen upon America. 


Even yet Darkness can come to cover the land if men 
and women do not face the stark reality that the fight for 


liberty is ever a constant struggle against the forces, ith 
in and without our nation, which would wrest it from us. 


The concern of every citizen should be that the flame o! 
Constitutional Liberty does not go out. The free News 
paper is a protector of the liberties of the people —# 
weapon that guards their Freedom. 


It is the mission of the Newspaper to make certain (h¢ 
people shall KNOW. So long as they KNOW, they »'!! 
accept no permanent curtailment of their represent«('‘¢ 
rights. 


ry + y 


Once we have lost the freedom to speak, to write «4 
to print, freedom to worship, the right of impartial jus':c¢: 
the opportunity to get somewhere, to do something be''¢' 
than it has been done before, to enjoy the fruits of ov" 
labor, then we have lost our Way of Life. 


One of a series of Newspaper Advertisements prepared by the HEARST NEWSPAPERS. Other Organizations ore“ 
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Latest in Mennen 
Series to Stress 
Baby Care Rules 


New York, Feb. 24.— Latest ad- 
yertisement by the Mennen Com- 
pany will stress nine basic “war- 
time rules of baby care,” following 
an intensive campaign which has 
been integrated closely with the 
acute shortage of doctors and nurses. 

The insertion for Mennen anti- 
septic oil points out that mothers 
must assume new responsibilities to 
keep their babies healthy, and is 
scheduled to appear in March and 
April issues of leading magazines, 
including Country Gentleman, 
Ladies’ Home Journal, Life, Look, 


and Parents’ Magazine. 

The tint-block, typewriter type 
copy used in the layout capitalizes 
on readers’ familiarity with this 
late-bulletin, newsletter style which 
is used editorially by several pub- 
lications. 

Specific mention of the antiseptic 
oil is boiled down to these brief 
concluding reminders: “Most hos- 
pital nurseries use one baby oil— 
Mennen. It is the only widely-sold 
baby oil that does all these three 
things . . . lubricates skin, gives an- 
tiseptic protection, provides anal- 
gesic relief.” 

To help dealers plan windows for 
National Baby Week, from May 2 to 
8, Mennen has prepared a new baby 
products window display, and ad- 
vises druggists, “With more births, 


more buying power, this is the 


greatest chance in history to break 
all sales records on baby goods! 
Get your share and make up volume 
lost on shortage items.” 


Names Swanson 


National By-Products, Inc., Des 
Moines, has expanded its feed de- 
partment and has appointed Gradon 
Swanson sales manager of the de- 
partment. Mr. Swanson was for- 
merly executive secretary of the 
Western Grain and Feed Associa- 
tion. 


Joins ‘House Beautiful’ 

M. S. Beggs, formerly assistant 
sales manager of Alexander Pub- 
lishing Company, New York, has 
joined the New York advertising 
staff of House Beautiful. 


Ralston Boosts Karr 


L. W. Karr, who has been with 
Ralston Purina Company for 19 
years, has been named _ sectional 
sales manager, with headquarters in 
Des Moines, Ia. 


Starr Joins ‘Companion’ 

C. L. Starr, national advertising 
manager of the New York Post for 
the past seven years, has joined the 
eastern advertising staff of Woman’s 
Home Companion. 


Wasey Offices Move 


Erwin, Wasey & Co., Houston, has 
taken larger quarters in the Com- 
merce building and the Oklahoma 
City office has been moved to larger 
space in the First National building. 
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Once information, free opinion, free criticism are de- 


nied, the People come to Dwell 


_ So surely as Democracy is the way of the American 
life, so surely is free expression the way of Democracy. 


in Darkness. 


The affirmations and the contradictions, out of which 


grow the final decisions of the people, are hammered out 
on the anvil of public opinion, recorded and made articu- 


late in the Free Press. 


lhe newspaper is the People’ 
they turn for light and leadership in the march against 


ac déression. 


Chis nation has stayed free, grown sturdy and reached 
Sreatness because of the maintenance of the precious priv- 


ileges guaranteed by the Bill 


\mendments to the Constitution have become the Ten 
(ommandments of American Democracy. 


To acquire liberty and to hold it is man’s most difficult 


not be blacked out. 


s Beacon . . . to which 


it cannot be held. Today we fight a global war to make 
broad and straight the road of freedom for the little 
peoples of the earth as well as for the strong. 


As we march on our unfaltering, persistent way to 
Victory, we shall march in the Light . . . our Constitu- 
tional Liberties—hard won and precious—must not, shall 


Caught in the tide of war and the current of change, 
every citizen, young and old, needs once again to exam- 


ine the deep meaning of the Bill of Rights. We need to 


of Rights. Those Ten 


PO es eee Cor Ome a 


t . 
° reprint the original full page Newspaper Advertisement with or without credit line to the HEARST NEWSPAPERS. 


understand anew the indispensable role of the Free Press 
in the building and preservation of Free America. 

The torch to which our fathers gave the flame of 
their spirit in 1776 will be kept eternally alight, with 
enduring faith and courage, by THE AMERICAN 
NEWSPAPER. 
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_ SUPPORTS DRIVE 


NOTICE TO JAPAN ; 


You cant sink 
Chicago 


We, the people of Chicago, are raising 40 million dollars 
in 40 days to buy a new U.S. S. Chicago 


eo cmpey Oe piggy tek queer & 
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ee 


COMMONWEALTH EDISON COMPANT 


Advertisers quickly rallied to the special 

Chicago campaign last week to raise 

funds, heneah war bonds, for a new 

cruiser “Chicago.” This newspaper full 

page is typical of space contributed to 
the drive. 


Eight New York 
Dailies to Launch 
War Bond Drive 


New York, Feb. 24.—Eight major 
metropolitan dailies have joined 
hands with the Treasury Depart- 
ment to launch a newspaper adver- 
tising campaign, beginning March 
15, to promote the sale of war bonds 
and stamps. 

The program calls for at least one 

1,000-line advertisement in each 
paper every week, and may reach a 
maximum of three such insertions 
in each paper weekly. 
Under the name War Bond Ad- 
vertising Representatives of New 
York, the eight newspapers, in- 
cluding the New York Mirror, Daily 
News, Herald Tribune, Journal- 
American, Post, Sun, Times and 
World - Telegram, have formed a 
separate organization for the sole 
purpose of obtaining pledges for this 
bond drive. 


Merrill Heads Group 


Walter J. Merrill, former Hearst 
executive, has been named director 
of the cooperative group and has 
opened offices here. A staff of six 
men has been recruited to call on 
New York stores, banks and busi- 
ness firms to explain the plan and 
obtain sponsors. 

Copy will be geared to the sales 
activities of the War Savings staff 
and timed to meet special financing 
programs of the Treasury Depart- 
ment. 


‘Time’ Launches 
Australian Edition 

Time has begun publication of an 
Australian edition for the benefit of 
American troops in that area, Pho- 
tographic negatives of Time’s pages 
are flown to Sydney for reproduc- 
tion only a few days behind the 
schedule in this country. 

Time announced also that it will 
begin printing in Bogota, Colombia, 
next month, and will probably start 
two other overseas editions shortly. 


Rosenberg Heads Rit 


A. H. Rosenberg and H. N. Kohn 
have purchased the interest in Rit 
Products Corporation, Chicago, held 
by its former president, William 
Citron, who has retired. Mr. Rosen- 
berg has been elected president of 
the corporation; Mr. Kohn, vice- 
president and secretary, and John 
Gullickson, treasurer. 


No Burton Browne. 
~ Client has a 

competitor with © 
better advertising 


BURTON BROWNE - 
ADVERTISING : 
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Rationing? Poll 
Shows Women 
‘Take It and Like It’ 


New York, Feb. 24.—Nearly half 
the women polled in a recently com- 
pleted survey by McCall’s, to de- 
termine what American homemak- 
ers think of rationing, feel that even 
though impending government reg- 
ulations stimulated hoarding, the 
people, nevertheless, were to blame 
for overbuying. 

About 37% felt that more items 
such as meats, dairy products, cloth- 
ing, luxuries, and foods generally 
should be rationed, while 23% of 
the vote went for the rationing of 
only a few more commodities. The 
same number said the government 
had already done enough regulating, 


| and 17% were content to “ride with 
| the tide.” 
Asked “Who is to blame if ration- 


|ing is unfair?” 10% of the women 
‘laid the blame on the government 
| while 7% named the local boards. 

e remaining 83% attributed 
whatever unfairness has been dis- 
played to themselves, to hoarders, 
or to nobody in particular. 

The survey- was conducted in 10 
cities across the country, from 
Rhode Island to Iowa. Results ap- 
pear as a news feature in the March 
issue of McCall's. 


WINN Promotes Bauer 


G. F. (Red) Bauer, a veteran on 
the staff of WINN, Louisville, Ky., 
has been appointed sales manager. 
Bob Campbell has been appointed 
to handle sales promotion for the 
station. 


Gill and Goldman Join 


the Biow Company 


Samuel E. Gill has joined The 
Biow Company, New York, as mar- 
keting director. Mr. Gill was for- 
merly director of marketing for 
Lord & Thomas and for five years 
was vice-president of Crossley, Inc. 

Arthur E. Goldman, for the past 
four years director of all publica- 
tion and printed advertising for the 
American Tobacco Company, has 
resigned to join The Biow Company 
as account executive. 


Jones to Copperweld 


F. D. Jones, former advertising 
manager of Dresser Mfg. Company, 
Bradford, Pa., has been appointed 
assistant advertising manager of 
Copperweld Steel Company’s War- 
ren, O., division. 


‘Post’ Promotes Two 


The Financial Post, Toronto, has 
advanced Austin A. Weaver to ad- 
vertising manager of the Toronto 
territory, and Hugh L. Kennedy, of 
the Montreal staff, to assistant east- 
ern manager. 


Columbia Adds WWNY 


Station WWNY, Watertown, N. Y., 
owned by the Watertown Daily 
Times, is the newest addition to the 
CBS network. WWNY operates on 
full time and is managed by Thomas 
E. Martin. 


Names B. D. Iola 


Champion Pants Manufacturing 
Company, New York, manufacturer 
of Champbilt Sportswear, has placed 
its account with The B. D. Iola 


|Company, New York. 
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CABOT PRIZE 


AWARDED OY 
COLUMBIA: VENER srry 
Lf 


THE CHRISTIAN 
REPRESENTED By 


SCIENCE MONITOR 
MR CRWIN D CANHAM 


Pir dilcassanaccuptapeataustin 


First 


IN THE UNITED STATES 
TO WIN THIS AWARD 


For its long record in promoting understanding 
among the 21 American Republics, The Chris- 
tian Science Monitor has been honored with the 
Maria Moors Cabot Prize. It is the first news- 
paper in the United States to receive this recog- 


nition. 


The award was made on December 9, 1942, 
by the Trustees of Columbia University through 
the agency of the Columbia Graduate School of 
Journalism. Dr. Godfrey Lowell Cabot of 
Boston, a prominent industrialist, established 
the endowment under which such awards have 
been given since 1939. It constitutes the only 
international journalism prize—and is a definite 
recognition of constructive journalism, 


THE CHRISTIAN SCIENCE MONITOR 


A Daily Newspaper for All the Family 


Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


NEW YORK: 500 FIFTH AVENUE 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle, 


London, Geneva, Sydney 


March 1, 1943 


Admen in the 


Armed Forces 
nan nt de> atl 


Frank Kelley, formerly with the 
Detroit office of Time, has bee, 
commissioned a lieutenant in the 
Navy and is stationed at the Bureay 
of Aeronautics, Washington, D. ¢ 
Fred L. Maguire has been trang. 
ferred from the publication’s Ney 
York office to succeed him. 

The advertising department of the 
Shell Oil Company, San Franciseo 
recently lost three men to the Army: 
F. K. Shaffer, art director, Paige 
Payne, office manager, and Frank 
Duarte, with the art department. 

Gordon Davies, formerly educa. 
tional director of KIRO, Seattle, has 
joined the Army and Lt. (jg) Haze) 
Kenyon, also with the station, has 
been assigned to the Navy’s public 
relations office in Washington, D. c 

Harold Wood, Montreal represen. 
tative of the Gorrie Advertising 
Service, Toronto, is now a lieutenant 
with the Royal Montreal Regiment 
and is stationed at Three Rivers, 
Que. 

Enlisting in the Navy last June 
as a petty officer, third class, Jack 
Thornqguest, former sales manager 
and assistant to the manager of Sta- 
tion WING, Dayton, O., is now a 
lieutenant (jg) and has been as- 
signed to Princeton University for 
further training. 


L. A. ‘Times’ Saves 
Space Typographically 


The Los Angeles Times changed 
its typographical style Feb. 19, mak- 
ing revisions which it is estimated 
will save a page of space in each 
issue. The changes were made as 
a result of the newsprint situation, 
and were explained to readers as 
the adoption of a “war costume.” 
Gilbert P. Farrar, New York typo- 
graphical expert, who designed the 
Times typographical dress six years 
ago, redesigned its style to meet war 
requirements. 

Headings have been reduced in 
size, running heads cut into the type 
page, and a generally more con- 
densed style adopted. 
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DAY & NIGHT 


Made 4 . . 7 : . : a % ge ite ~ Ange a ai By nae Ltr Lper ae ee fts . 2e8 ya oe : od ahi , \ tn dk" : 7 ee “ “gh 0 ue Ses > Se F hen: a e , fn am <: : CS Se if i . . “4 wr rs - " hn : 
ed Ba: m z 
3 - eS | 
ce nee te ee Nene TE A NN SS PS RS ST M: 
t a } 7 ee ’ 
| _ti‘(‘éa(aé‘<(s:;é#é(é‘;“;€’?' | a 
eee 
arn 
eer, - 
: , 
‘ | 4 a io Ge Ee oad 
Va | a - . NA a 
: , ia me ot ie: 
” ag 4 - * ak # b x i mw <Thenn. # Se 2 ¥ é . 4 , Lae 
"4 ¢ AF APA» a rs 
e , ees WY nyy/ y b) cot ate Fy 
cu 4 ae a ? 2, b. AS “a e “4 i . 
7 ee fat y 6 : iN Le as i Pa 
Ree 2) . om» pe ke) er 
~ = > | oO, aa 
‘ . : 4q { XH 4 } Sy 
“ f seal 4 A 
| : f ) ae 
S nt | 
; S —— Bs ‘ 
eS : ZF ' a ; = : 
_ 
= | \ he 
ie - A ‘ 2 
oe _ 7 : 5 \ a . aa Oo? ? 
wae Ps ‘ : ee * Pre eg a Sa 
, 7 >_2ae 
ae og & Ve ae wa at ie < <a A ' ne ae : < : 
= ae Ee ae 
—— . a 4 Bh i he 4 
ae Mi os 
ier ; z : oe 
Fas | 7 =. fe 6G 
: . ; «di i | ee - *- 4 . 
‘ “ey ; hse . e 
a ees | Pe ce / ' gt 
f 7 Rs aa oat a soi 4 ey ub 
7 i. 2 aie ‘e i? fem bs : , 
Ba ke | iA ¥ Pot. geod.) ae "he eRF 
; y ; 
> aa 
oe fi oueaien “ . 4 
_ She P 4 ses 
7 a 2 
12 3 
; » © 
" \ fs J 
r = ‘a : 
a A’ J 
Site Bt , e te? 
. ~ Es 4 e 
a 1 (y t . 
ae ‘ . , 
Sa 4 
6 Aes 
ae ee 600 KC 
eS ; 
ee ee Station in Maryland 
: P| * 
Poul H. Raymer Co. 
i Me Notional Sades Raprasmndadane 
er few York « Chtcage ~ San Framcieen ~ (en Angetes 
dee + ’ 
ee a 
wk ae my a ‘a 3 vy ae : ' fe - , : "ea ws > 2 + cy. ay . : a rae :: vay ‘ aa? a eee sig tM . eee a, f . —_ aS 
a. A elige ‘ i . 4 . > s é 3 — oe att fs are ; 
a roi a . ; ‘ Si it ts 
& % 2 ‘ ie oe at - x ath seaditi - of 


143 


March $, 1943 


ADVERTISING AGE 


ee 


—_ nee ee ees 
— 


wf 


How do folks think about art? It’s a question that’s been bothering us 
for some time. Now, you take the man in the street—no, we'll tak im; 
in fact, we already have. Our Untiring Reporter buttonholed the Average Citizen 
(a number of whom complained later that their pocketbooks had been lifted) 
and gleaned some profound opinions... here are a few of them... 
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Art? 7 don't know no Art 

Where does the mug tend bar? : 


Ab, revenge at last. Every day those mean 
advertisers tell me 7 have bad breath, fallen arches. 
B.O., and tropical arm pits. 7 shall go 


to the Exhibition. and 7 warn you, 7 shall jeer! 


Art? You mean them pictures 
on calendars and stuff? 


Or like in Police Gazzette? Gosh. 


eteeeeeeeeeeeeeeeeeeeeeee 


Deab, me, let me see. Wasn't it Picasso who said 


“art isea jealous mistress“? Or was it Matisse? 


that exhibition. Absolutely nothing. E-r-r-a- 


Or maybe Jcces. What the hell difference 
does it make—J love everybody. 


Nothing will keep me away from 


hy the way, which are the rree days? 


You will see... 

The cream of the crop of advertising 
art produced during 1942 

in Chicago and the Midwest 


Original Art 
and Photographs used in © Magazines 
Newspapers © Direct Mail and Catalogs 


Posters and Victory Art 


Collins, Miller & Hutchings, Inc. 
CHICAGO + PHOTO-ENGRAVERS 

who sponsored this page, take pardonable 

pride in the fact that the work of their craftsmen 


1S well represented at the Exhibition 


designed by jun Bshoo @¢ Drawings by Micke 
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Postwar 


Financial Problems in 
Postwar Planning 


Oscar N. Lindahl, vice-president 
in charge of finance, Carnegie-Illi- 
nois Steel Corporation, and former 
presidert of the Illinois Manufac- 
turers’ Costs Association, in a recent 
address before the association, in 
which the financial aspects of post- 
war planning were emphasized, out- 
lined a seven point program as fol- 
lows: 

1. Relations with employes must 
be placed on sound basis. The abil- 
ity of a company to weather a finan- 
cial crisis or depression depends 
largely on the loyalty and character 
of its employes. Organizations 
should be streamlined for a period 
of keen competition. Dead wood 
must be eliminated. 

2. Financial structures must be 
protected. Adequate working capi- 
tal must be maintained and reserves 
set up for postwar losses due to 
wartime operations. All forms of 
wasteful expenditures must be 
scrupulously avoided. Plants must 
be kept in the best possible physical 
condition. 

3. Unbalanced or speculative in- 
ventories must be avoided. An 
accounting system which helps to 
place inventories on a conservative 
valuation basis should be installed. 
Obsolete material and equipment 
should be cleaned out. 

4, Loose extension of credit 
shoulli not be permitted. Neverthe- 
less, customers who are doing busi- 
ness largely on borrowed capital 
should receive careful consideration 
in order to maintain good will. Ade- 
quate reserves should be created to 
provide for all possible losses from 
bad debts. 

5. Cost procedures should be 
modernized. The cost system used 
by any company should be the one 
best suited to its particular needs. 
Every element of cost should be 
examined with the idea of reducing 
it—and then reducing it again. A 
start should be made now to trim 
expenses. 

6. Business mobility must be 
developed. The appearance of new 
products demands that companies 
learn the merits of competing prod- 
ucts as well as the merits of their 
own products in new fields. Regu- 
lar products must be perfected and 
new ones developed. 

7. Excess plant facilities should 
be definitely ear-marked. Data on 
all facilities should be separately 


recorded, and production costs de-| 


termined for material produced in 
them. Any facilities classified as 
excess would then include those 
responsible for the highest costs. 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


Planning 


Should the facilities be those 
which are operated for the govern- 
ment, their cost performance would 
aid management in determining 
whether or not they should be pur- 


chased. 
OE ” 


No publication devoted to postwar 
planning yet issued has _ been 
through so many revisions as the 
“Markets after Victory” handbook 
now going through its third rewrite 
by the Committee for Economic De- 
velopment. Presentation of the first 
draft to 30 market analysts in New 
York brought forth 30 critical re- 
ports, mostly divergent, attacking 
the original thesis of the Department 
of Commerce authors. The variotus 
market research men advising CED 
have now given tentative approval 
to the committee’s estimates of 
potential postwar markets for 72 
industries, provided that the book, 
when issued, is considered a “socio- 
economic study,” and not a blue- 
print for industry. 

ca a * 


When the deferred demand for 
construction, automobiles, household 
goods and machinery for peacetime 
production has been taken care of 
in the postwar period, the stage will 
then be all set for industrial expan- 
sion, asserts Thomas S. Holden, 
economist and president of F. W. 
Dodge Corporation, in discussing 
potential expansion factors. 

In order to carry the big debt load 
of the country, to maintain reason- 
ably full employment, and to utilize 
the vastly improved and augmented 
industrial plant capacity of the 
country, he points out that govern- 
ment will be obliged to adopt poli- 
cies that will encourage wide-scale 
investment in new enterprises. 

These, the economist suggests, 
could include the revival of the 
| automotive industry, aviation, light 
metals and synthetic materials, new 
construction methods and materials, 

housing, urban development, and 
| public works reserve. 
| 


* * * 


Those who have given thought to 
what treatment should be given 
Germany after the war will be in- 
terested in a sentence or two from an 
article in the December Maclean’s, 
entitled “Should We Hate the Ger- 
mans?’’, by Beverly Baxter, dynamic 
member of the British parliament, 
|in which he says: “We must take 
|over German internal propaganda 
| after the war ... assume positions 
of authority in German schools, uni- 
versities, newspapers. Legend of 
| the honor of the German army must 
\be ended forever. The proud Ger- 
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DAYTON NOW HAS 
THE LARGEST POPULATION 
IN ITS ENTIRE HISTORY 


OVER 300, OOO- 
AND EVERYBODY'S 
BUSY/ 


HAPPENING IN DAYTON! 


YES, AND THE DAYTON 
JOURNAL — HERALD Has 
20% MORE DAILY 
CIRCULATION THAN ANY 
OTHER DAYTON PAPER 
AT THE SAME LINE RATE! 


THE ONLY DAYTON 
PAPER TO SHOW A 
GAIN IN TOTAL AD- 
VERTISING IN 1942 
OVER 1941, EVENING 
AND SUDAY, COM 
PARED WITH THE 
OTHER PAPER, EVE 
NING AND SUNDAY 


87,300 NET PAID (ABC) CIRCULATION 


rae DAYTON 10 


URNAL-HERALD 


DAYTON, OHIO - MORNING - EVENING - SUNDAY 


GET THE FACTS ABOU 


T THIS VITAL MEDIUM 


Nationally Represented by The Geo. A. McDevitt Co. 


man army in this war has been Hit- 
ler’s pimp. .. A gigantic task ...a 
policy requiring infinite patience 
and organization ... a campaign 
of enlightenment and firmness that 
will need all our will power and 
genius to sustain.” 


* * 


Among the trade _ associations 
which have set up postwar planning 
committees, “Domestic Commerce” 
includes the following: Trailer 
Coach Manufacturers Association; 
National Retail Farm Equipment 
Association; National Association of 
Credit Men; and New York Credit 
Men’s Association. 


Statistical Bureau 


Issues Postwar Service 


International Statistical Bureau, 
New York, has published the first 
copy of a monthly bulletin called 
“Postwar Service.” 

The letter, carrying no advertis- 
ing, will report and predict arrange- 
ments and preparations for postwar 
foreign trade, shipping, finance, and 
other business subjects. 


Hicks Names B & B 


Badger and Browning, Inc., Bos- 
ton, has been appointed to handle 
advertising of S. D. Hicks Engineer- 
ing Company, Hyde Park, Mass. 
Paul H. Provandie is account ex- 
ecutive. 


Desiwer Trends to 
Be Covered in New 
Canadian Project 


Toronto, Feb. 25.—A “Continuing 
Study of Postwar Trends,” involv- 
ing the collection, examination and 
appraisal from world sources of all 
important thinking, discussion and 
information bearing on the subject 
of postwar planning, has _ been 
launched by the Association of Ca- 
nadian Advertisers, under the di- 
rection of a special committee of 18 
members, headed by B. W. Keight- 
ley of Canadian Industries, Ltd., 
Montreal. 


The committee has begun pub- 
lication of a monthly multigraphed 
bulletin, supplied in a paper cover 
and punched for binding in a loose- 
leaf binder, which is sold to mem- 
bers and others for $15 per year. 
The service covers articles culled 
from more than 100 publications, 
and includes studies of the news, 
speeches, surveys, government re- 
ports and books. It also provides 
“guideposts” for extended reading 
on many of the subjects covered, 
and will likewise include occasional 
verbatim distribution of outstanding 
speeches and reports. 

Subjects covered include not only 
marketing and the mechanics of dis- 
tribution, but social and economic 
problems as well. Definite depart- 


ee 


ments, most of which hay, 
committee members assigneg , 
them, include finance, manage: 
trade, distribution, technologics) 4, 
velopment, government  ¢, 
reconstruction, agricultural, |,},.,. 
and social and educational, 

The Association of Canadian Ag. 
vertisers is located in the F dera] 
building, Toronto. 


Tintex Advertising 
Expands Audience 60°; 


Park & Tilford, New York 
announced that its 1943 spring «: 
paign for Tintex tints and dyes 
most extensive in the products’ 95. 
year history, will reach an audieng, 
60% higher than that in 1942, 

Promotion in The America» 
Weekly and 125 newspapers in 19 
cities emphasizes dying as a means 
of clothing conservation. Insertion: 
of 100 to 330 lines have been scheq- 
uled once a week in some papers 
twice in others. Charles M. Storm 
Company is the agency. 


Madden to RCA Victor 


Emmet N. Madden, formerly man- 
ager of the Frigidaire and household 
appliance divisions of General Mo- 
tors overseas operations, has joined 
the RCA Victor division of Radio 
Corporation of America as manage; 
of the overseas subsidiary and affili- 
ated company operations, with 
headquarters in Camden, N. J. 
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* § Marketer Warns 
Johns-Manville 
Official Irked by 

a Subjective Method 


y New York, Feb. 23.—Arthur A. 
Hood, director of dealer relations 
of Johns-Manville Corporation, 
today warned postwar planners, 
whom he termed “fellow postwar- 
riors,” that much of their plotting 
will be “waste effort” if a favorable 


d environment is not assured, 
al Speaking before the postwar 
om planning group of the New York 
- chapter of the American Marketing 
Association, Mr. Hood stressed the 
necessity for taking outside influ- 
ences into consideration by remind- 
n- ing his audience that the best laid 
1d postwar plans to date, those of the 
0 Nazi geopoliticians and the Japan- 
ese “jingoists,” will go haywire 


with a United Nations victory. 
Hold Subjective Approach 


“An extremely dangerous condi- 
tion exists in American postwar 


Arthur A. Hood, director of dealer 
relations of Johns-Manville, last! 
week listed these 11 major environ- 
mental considerations, which he told 
members of the New York chapter 
of the American Marketing Associa- 
tion will control the functioning, 
and condition the results of sub- 
jective postwar plans: 

1. How to remove wartime re- 
strictions on our economic liberties 
and reconvert to peacetime produc- 
tion and distribution, while simul- 
taneously preventing a disastrous 
inflation? 

2. How to maintain the full pro- 
ductivity of our industrial machine | 
and provide full and continuous 
employment at fair wages in pri- 
vate enterprise (bulwarked when 


sorb full production and thus pre- 
vent another major depression? 

4. How to find and establish a 
basis for a working partnership 
between labor and management? 

5. How to bring agriculture into 
a cooperative structure with labor 
and management, thus achieving a 
basic unity in our economic life? 

6. How to find and establish the 
correct relationship between plan- 
ning by private enterprise and that 
of the planning members of the 
government? 

7. How to balance our budget, 
stabilize world monetary policies, 
and adjust the American economy 
to the world economy in a manner 
that will prevent future wars while 
simultaneously maintaining a high 
degree of national sovereignty? 

8. How to build an industrial 


government? 
9. How to develop world trade 


without serious penalties to our! 
economy under a condition of wide- | 
spread disparity between real wages | 


in various countries? 


10. How to develop constructive 
attitudes and aptitudes in the man 
on the street together with an un- 
derstanding of machine-age eco- 
nomics so that he will vote intelli- 
gently in the public interest? 


11. How to create within a 
democratic form of government a 
fully representative independent 


economic planning body separate 
from, but paralleling, the legislative, 
judicial and executive “houses” of 
municipal, county, state and na- 
tional governments—a “4th House” 
of democracy? 


planning,”’ Mr. Hood said, “because 
our planning is largely hereditary 
instead of environmental. Its heri- 
tage is an era of individualism, 
independence, and a laissez faire 
economy. 

“Most of us are ready to admit 
that we are in a condition of eco- 
nomic interdependence, requiring 
cooperative and coordinated plan- 


ning and action and an objective 
approach, and yet we cling to the 


subjective approach in most of our 
planning.” 

Falling into the latter category, 
according to Mr. Hood, are the 
planning of the Committee for Eco- 
nomic Development and the Na- 
tional Association of Manufacturers. 


Defines by Groups 


Mr. Hood defined postwar plan- 
ning in three groups: 
Subjective — individual company 


and individual industry plans. 

Environmental—all planning for 
cooperative action not requiring 
legislation. 

Governmental — planning which 
requires legislation for implementa- 
tion. 

Individual plans and action, Mr. 
Hood stressed, will be conditioned 
and controlled by cooperative plan- 
ning on international, national, and 
regional planes. 
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Gas and tires are scarcer than ever; passenger trains are crowded to 
the platforms. So to personal selling, industry adds the use of more 
printing to dispose of available goods, preserve basic distribution net- 
works for postwar business, and to promote worker morale and bond 
and Government drives. While supplying pulp and paper for vital war 
necessities, the modern mills of Champion also produce many quality 


printing papers for selling American commodities most efficiently. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 
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| collectivism, Mr. Hood urged busi- 


ness men not to default to bureau- 
cracy in mapping the future. 


Cites Interference 


“In an interdependent economy 
the most important area of eco- 
nomic freedom is the freedom to 
plan cooperatively without govern- 
ment interference,” Mr. Hood con- 
tinued. 

“Tomorrow’s measure of freedom 
of enterprise is the extent of what 
enterprise can do in the public 
interest without governmental in- 
terference. The shift in the past 15 
years from industrial management 
to bureaucrats in the matter of 
environmental planning is due to 
the fact that management has not 
developed a formula or vehicle for 
cooperative planning and _ coordi- 
nated action. This default of in- 
dustrial management will continue 
if we continue to be subjective in 
our thinking.” 

Mr. Hood suggested that the 
American Marketing Association 
undertake studies toward the solu- 
tion of three problems as its major 
victory program: 

1. An analysis of depressions, 
their causes, and remedies. 

2. A study of the means of pro- 
viding adequate purchasing power 
to support full employment. 

3. A study of the means of in- 
ducing the continuous application of 
purchasing power to production. 


Gruen to Tell War 
Uses of Instruments 


Magazine copy dramatizing the 
uses of war instruments manufac- 
tured by Gruen Watch Company, 
Cincinnati, will comprise the bulk 
of the firm’s spring campaign. 
Other phases of the drive include 
promotion of Curvex and Veri-Thin 
watches, a special graduation series, 
and musical time signals on radio 
stations from coast to coast. 

National magazines, jewelry trade 
papers, and publications serving the 
nursing, medical and engineering 
fields, are included on the list. Mc- 
Cann-Erickson, Inc., handles the 
account. 


Harvester Moves to 
Protect Dealers 


To give added assistance to its 
dealers, International Harvester 
Company, Chicago, has curtailed 
sales of new farm equipment ma- 
chines by the company-owned Mc- 
Cormick-Deering retail stores. 

The stores, the company explained 
in announcing the new policy, will 
confine their business to maintain- 
ing of service and the sale of parts. 
It expects the stores to remain in 
business by concentrating on these 
services, but added that first con- 
sideration must be given to the 
7,500 Harvester farm equipment 
dealers making machinery sales. 


OTIS MORSE, IV 


Program Director 


HOUSANDS of buyers 

in 44 prosperous coun- 
ties of Central Pennsyl- 
vania and Northern Mary- 
land listen to WSBA. Mail 
response proves it! A rich 
market normally 
richer now with increased 


industrial and agricultural 


activity. 


The Time to Buy in Central Pennsylvania 


York, Pennsylvania - Nat. Rep., The Walker Co 


: eg 
me ad ie 
ae 
a 
@ . 
ae: 
BP : : 
Bec: 
a 
ne 
a . a 
visa eid id 
—_e—SsSsSo : 
| | a 
ee 7 
, ee SSS 
e) 
t Pe Po 
+h, | 7 
ith | res 
i | a 
om ce 
at 
a 
‘ie 
oe 
= 
a 
ee 
a ae 
eel =" 
ae De As 
ee % 
cS 
- er. 
a = 
> - . 
— _ ited sd 
ae a a 
—_ eerste - = 
er —— . - 
AY, 
nina re 
 ——l ae vere oe 
gS - — oli 
7 ¥ a, ae ———— cies : 
+e 
, } oe 3 a € y aa ai 
r ; WE . 3 5 
} 7 ‘ i i ; 13 
" 1 ib ; wy 
"7 \% f } = ™ 
“ , 3 i . y : a : t. 4 a = é 
— a an 
ei | ee ce one 
#% ; ‘ - ate 
F he ay » . 
F 4) i “ee, Bf: ’ " ; yw * x 
a er 
? . = 
: Aat ») r a 
ON ei: 0 
x } “ ¥ croRy ; ; Le 
\ » 4 BUY i Stigee” siiae 
- ‘ Bae “i 
VOY Fe a 
A ae 
. ' S oe i a 
si e 7 
| “th 
ect eee | 900 ae 
ee 
at iad 
oe 


30 


ADVERTISING AGE 


March 1, 94; 


OWI Gives Radio 
Writers a Hand 
on War Scripts 


Washington, D. C., Feb. 23.—War, 
like the recent case of the State of 
California vs. Errol Flynn, is an ex- 
tremely touchy subject for a radio 
writer to pound out scripts about. 
A surging public interest and the 
standards of good taste must some- 
how be balanced. 

To assist continuity writers to do 
the job, the domestic radio bureau, 
Office of War Information, has pub- 
lished a 16-page booklet entitled 
“When Radio Writes for War.” 


The bureau, and its acting chief, 
Douglas Meservey, are careful to 
explain that the booklet lays down 
no rules, but merely makes sugges- 
tions. Written by Joseph Liss, 
script clearance editor of the bur- 
eau, and Dick Dorrance, special as- 
sistant to William B. Lewis, the 
booklet has much of the informal 
charm which characterized the 
handbooks carried by American 
troops to foreign countries. 

Overstatement, pretty uniforms, 
horror stuff, the supremacy of 
Americans over others, and epithets 
for the enemy can easily be over- 
done, the booklet points out. Pictur- 
ing the Japanese as short-sighted 
little fellows with king-size molars 
jibes none too well with the tough, 
fanatical fighting men they have 
proved to be. Also, the booklet 
points out, having a poorly educated 
character launch a brilliant exposi- 
tion of ways of avoiding inflation 
smacks of poor character delinea- 
tion. 

The booklet is being sent to radio 
stations, advertising agencies, and 
various radio writers’ groups. ‘ 


Wanamaker Appointed 


Duane Wanamaker Advertising, 
Chicago, has been appointed to 
handle the advertising of Thordar- 
son Electric Manufacturing Com- 
pany, Chicago. 


‘Times’ Publishes 
Special Paper for 


Victory Gardeners 


Los Angeles, Feb. 23.—One of the 
most complete Victory Garden pro- 
motions thus far announced is that 
of the Los Angeles Times, which has 
organized the Victory Garden Club 
and has already enrolled over 15,000 
members. Because of the early 
planting season in southern Cali- 
fornia, the Times believes that it 
will be able to offer other news- 
papers and Victory Garden sponsors 
the results of its experience in time 
to enable the plan to be introduced 
elsewhere. 


Benefits for Enrollees 


Those who enroll in the club are 
supplied membership cards, window 
emblems and copies of “Victory 
Garden Times,” a monthly pub- 
lication which is sent only to mem- 
bers. In addition the Department of 
Water & Power has granted special 
rates for water used for gardening, 
and application forms for these rates 
are supplied to members. 

Germain’s, a leading seed house 
of Los Angeles, has provided a spe- 
cial seed pack containing seeds reg- 
ularly priced at $1.65, and sold to 
members at $1. Seed and drug 
stores und other retailers are dis- 
tributing the pack in quantity, but 
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POPOLARET WY 


@ MORE PEOPLE listen to WTAM, Cleveland, than to any other 
station in the whole Northern Ohio area. In the morning WIAM 
has 38.9% of the audience; in the afternoon 43.1% of the audience 
and in the evening 53.2% of the audience . . . a combined average 
of 45.1% as against 27.8% for the next station. Yet the COST 
of WTAM is only $.000073 per family. 


* Hooper Index, December-January 1942-43 


NBC Network 
50,000 Watts 


ve ee 


Owned and 
Operated by NBC 


L A WN OD 


REPRESENTED NATIONALLY BY NBC SPOT SALES OFFICES 


THANK YOUR LUCKY STARS FOR VICTORY GARDEN 


—, 


Foster & Kleiser, outdoor advertising company, joins the heavy Los Angeles pro. 

motion for Victory Gardens by getting an octette of Warner Bros.’ “Thank You; 

Lucky Stars" players to dig up the turf for a model Victory Garden in front of 
one of its painted bulletins. 


membership in the Victory Garden 
Club is a prerequisite of purchase. 

At the end of the spring grow- 
ing season, the Times will conduct 
a Victory Garden Festival, in which 
garden products will be displayed in 
true county fair style, with prizes 
for many classifications of entries. 
Boy Scouts have been enlisted in a 
special competition. 

A horticultural expert has been 
| retained to supply technical advice 
| on growing problems, and classes in 

gardening will be taught by in- 
|structors of the Los Angeles City 
| College. 

Promotion includes movie shorts, 
|newsstand displays, car cards, out- 
| door displays and radio broadcasts. 
| The plan has been developed on 
/such a large scale that the Depart- 
|ment of Agriculture has shown in- 
terest, and complete details have 
been forwarded to Washington. 


Food Administrator 


Heads Adwomen’s Panel 


Roy Hendrickson, director of the 
Food Distribution Administration, 
and Stuart Peabody, advertising 
director of Borden Company, will 
be principal speakers at the annual 
Advertising and Government dinner 
of the Advertising Women of New 
York, Tuesday, March 9. 

Clarence Francis, president of 
General Foods Corporation, will 
serve as toastmaster. 


Heinz Buys Plant 


The H. J. Heinz Company, Pitts- 
burgh, has purchased the plant of 
the Marshall Canning Company at 
Matthews, Ind., providing it with a 
factory in the only major tomato- 
growing section of the country in 
which it previously was not repre- 
sented. The plant staff will be re- 
tained. 


Standard Oil ‘E’ i 
Copy Lists All 
Western ‘E’ Firms 


San Francisco, Feb. 23.—A new 
and refreshing note in Army-Navy 
“E” award promotion was struck by 
the Standard Oil Company of Cali- 
fornia in advertising which it js 
publishing in 400 newspapers in its 
10-state market area featuring not 
only the fact that the employes of 
its Richmond refinery have received 
the coveted award, but that many 
other leading industries of the West 
have likewise been honored for war 
production. The same copy will 
also run in the March 6 Collier’s. 

In copy running in large space, 
and in two colors in many news- 
papers on the list, the company 
headlines the story as “The Win- 
ning of the West,” and continues: 

“Sons and grandsons of the men 
who won the West are helping ty 
win the war today. Wherever Free- 
dom’s battle is being fought, its 
champions place their trust in the 
production of western industry. 

“Standard of California is proud 
of the Army-Navy ‘E’ award to the 
employes of its Richmond refinery, 
and prouder still to join the ranks 
of its distinguished western neigh- 
bors and friends who also have re- 
ceived this high award. That you 
may know how the West is doing 
its part in the national war effort, 
we publish here the list of ‘E’ award 
winners in the 10 western states.” 

Seventy companies are listed in 
the advertisement, including manu- 
facturers, shipbuilders, construction 
industries, aviation companies and 
special services. 

The San Francisco office of Bat- 
ten, Barton, Durstine & Osborn 's 
the agency. 
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BLUE NETWORK AFFILIATE © FREE & PETERS, inc., National Representatives 
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A half dozen of the finest news com- 
mentators on anybody’s air and the 
other Blue Network features help to 
build the audience that makes KECA 
the Bargain Buy of Southern California. 
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i DR. FRANK B. ROBINSON 


Fifteen years ago this month, the “‘Psychiana’’ Movement came into being. I walked out of the Corner Drug Store 
oa here in Moscow, Idaho with exactly $42.00 in my pocket. But I had something else, far more important. I had a real 


rt experience with the Power of God in my life. I had, too, the determination to tell the world what the real facts about God 
ird js is ‘ . . e ° ° ° 

Cs. are. It was quite a job for one little inexperienced man to do—but we are doing it, and doing it well. 

nu- , , 2 a2 

ion A lot of water has gone over the dam in these past 15 years, and more will go over the next 15 years. Religious 


history has been made. The eyes of the religious world are focussed on Moscow, Idaho. The Movement has been written 
up 153 times, and not one single writer has had a good word to say about it. So it must be good. 


During the months of December 1942, and January 1943, more Students were enrolled than in any 5 months previous. 
During those two months, we mailed from Moscow, Idaho. . . 


3,310,000 


LESSONS, LECTURES, AND OTHER ADVERTISING MATERIAL TO ALL PARTS OF AMERICA 


That’s a lot of literature to mail in 2 months. Moreover, we printed it all in our own plants. During the coming year, we expect to double our 


advertising appropriation, and it will all be spent in black and white advertising. 


There’s one thing we value very highly at the end of 15 years and that is the spirit of friendship the newspapers and magazines have afforded 
us. 95% of them are our friends. We like that, and shall never do a thing to jeopardize that friendship. As this war grows steadily worse, the 
American people will find, through this Movement, the actual liberating truths of God. They won't be according to “orthodoxy”. but they will 


and that’s much better. 


“PSYCHIANA® Inc. 


MOSCOW ++ IDAHO 


MEMBER OF THE ADVERTISING FEDERATION OF PORTLAND, OREGON 


by according to God 
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Sterling Sales 
Up; Trademark 
Assets Devaluated 


New York, Feb. 23.—With earn- 
ings after taxes down a million and 
a half, Sterling Drug this week 
announced plans for writing trade- 
marks and good will valued at 
approximately $20,600,000 down to 
$1 in the next 10 years. A total of 
$10,600,000 was written off during 
the year ended Dec. 31, 1942. 

Net profits for the 1942 calendar 


“It’s most as good as WFDF Flint 
Michigan!” 


year were $7,086,354 after sa 
charges and provision for $8,500,000 
federal and foreign income and ex- | 
cess profits taxes. Sales of Sterling 
and its subsidiaries totaled $53,447,- 
584, an increase of 12.1% over 1941. 
James Hill Jr., president, an- 
nounced the writing off of the trade- 
marks and good will acquired 
through the purchase of subsidiaries 
since 1933 as a conservation step. 
“In August, 1933, good will was 
written down to a nominal value of 
$1, notwithstanding the fact that 
the company, or its subsidiaries, 
owned some of the most valuable 
trademarks in the pharmaceutical 
field,” Mr. Hill said. “Since that 
time the company has purchased 
additional properties, including val- 
uable trademarks, in all instances 
paying therefore either cash or 
treasury stock which had previously 
been purchased by the company. 
The trademarks and good will thus 
acquired have heretofore been 
shown on the balance sheet at the 
actual amount paid therefor.” 


CATERPILLAR BUILDS 
‘GOOD-WILL RESERVOIR’ 


Peoria, Ill., Feb. 23.—Through its 
war-keyed advertising program, the 
Caterpillar Tractor Company be- 
lieves it is building a “tremendous 
reservoir” of good will for the man- 
ufacturer, its dealers and its prod- 
ucts. 

Unlike many companies whose 
wartime products differ widely from 


their peacetime output, Caterpillar’ s 
annual report declares, it is produc- 
ing for war many of the same ma- 
chines it produced for peace. ‘“Fa- 


miliarity with our products will not | 


be lost during the war,” it continues. 
“Many now in the armed forces will 
return to peacetime tasks in which 
tractors, engines and motor graders 
can be used. Their acquaintance 
with the recerds of this equipment 
can be expected to influence their 
purchases of such equipment in the 
postwar years.” 

On the home front, Caterpillar is 
seeking the good will of both own- 
ers and prospective purchasers by 
advertising which reports the war 
achievements of Caterpillar machin- 
ery and instructs owners on getting 
the maximum service from avaiiable 
equipment during the emergency. 

Including both regular and spe- 
cial war products, sales for the year 
ending Dec. 31 reached a new high, 
$142,168,849, an increase of $40,210,- 
862 over the previous year. Earn- 
ings amounted to $7,002,448, com- 
pared with $7,784,482 in 1941. 


Axton-Fisher Tobacco Co. 

Net income for the year ending 
Dec. 31, 1942, totaled $421,497, com- 
pared with $294,150 in 1941. 


Chicago Mail Order Company 


Earnings for the year ending Jan. 
1 amounted to $592,557, compared 
with $400,402 in 1941. 
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NEWSPAPER "ADVERTISING CHARTED | 


ft GAIN AND LOSS PERCENTACES - Se CITIES TE 
Y + 
JANUARY 1943 = 1942 LOSS GAIN 
CLASS I FICATIONS -30 -20 -10 0 10 20 30 
RETAIL 0.8% | a 
GENERAL 12.2 
AUTOMOT IVE 14.6 
FINANCIAL -14.4 
Tora DisPLAy 2.7 
CLASSIFIED 16.9 
TOTAL ADVERTISING 5.8 
DEPARTMENT STORES 6.8 
— 
-30 -20 -10 0 10 20 30 


~All but one classification—financial advertising—scored gains for January Over 


the previous year, as shown 


in this Media Records chart. 


McCrory Stores Corporation 
Profit for the year ended Dec. 31 

was $2,184,752, compared with $2,- 

522,594 in the previous year. 


American Can Company 


Income for the year ended Dec. 31 
amounted to $12,867,422 compared 
with $18,845,831 for the like period 
in 1941. 


Continental Steel Corp. 

Profit for the year ended Dec. 31 
was $938,852, against $1,225,674 for 
the comparable period in 1941. 


Crucible Steel Co. of America 
Preliminary statement for the 

year ended Dec. 31 showed a net 

profit of $4,864,781 compared with 


‘New York Post’ 
Goes to Nickel 
on Newsstands 


New York, Feb. 24.—The tabloig 
New York Post this week announced 
plans for boosting its daily single 
copy price from three to five cents 
on Monday, March I. 

Coincidental with the change the 
newspaper will feature an 8-12 page 
magazine section, patterned after 
the Saturday magazine initiated a 
year ago, in each day’s paper. 

The paper’s regular features wf] 
be augmented with digests of books, 
magazines, and editorial opinion of 
other New York papers, as well as 


‘ ith| reports of radio commentators, pre- 
* $7,439,480 during the same period| pared by a new daily magazine staff. 
two years ago. The Post’s shift from standard to 
* tabloid size in April, 1942, and to 
£ Seeman Brothers, Inc. the nickel price next week, was 
i. a 1 For the quarter ended Dec. 31, based on the experience of the year- 
; . earnings totaled $111,119, against |0ld five-cent Saturday tabloid edi- 
walt e : $126,297 during the like period in| tion, which gained approximately 
=" 1941. 100,000 circulation in its first year. 
- ‘ SETTI NG STAN DARDS - changes in 7 rates or 
: position premiums have been an- 
: t Long Island R. R. _ nounced. The new price and format 
; * FOR | _ According to a preliminary earn-| were announced with a full-page 
F r ings report for the year ended Dec.| promotional advertisement on the 
; * ry 31, this railroad reported a net loss back page, normally reserved for 
1 of $15,047 compared with a net loss} news, and a third of the first page, 
e - of $1,290,686 during the same period] plus local radio promotion. 
- in 1941. The two morning tabloids, the 
Daily News and the Mirror, are still 
* > 
: ° ae Wabash R. R. sold for two cents, while the adless 
git ‘ Income for the year ended Dec.| afternoon PM sells for a nickel. 
Sa ) + amounted to $6,500,072, against —_—__—_ 
me 5,532,113 during the comparable 
Sariad Yue Sante at. P Evans Advances Addoms 
, —- Everett Addoms, who joined the 
agency in 1933, has been elected a 
Craftsmen to Meet vice-president of Evans Associates, 
* The International Association of} Chicago. He has been an account 
Printing House Craftsmen will hold| executive for several midwestern 
* , its annual convention at Memphis,| industrial concerns served by the 
Many advertisers in Popular Mechanics have no goods to sell Tenn., Aug. 10-12. agency. 
* : -_ 
4 except to customers with priority ratings yet they buy space 
* for the constructive purposes of aiding our war time effort and 
* of insuring their post war business. WANTED 4 
* In the March issue, nine told present owners how to care for ADVERTISING REPRESENTATIVE 
ra their equipment, irreplaceable until after the war. Top-fight publisher of technical business magazines has one opening 
" Eleven told how their machines and tools can help other in Cleveland and one in Chicago for an imaginative, successful and 


experienced salesman. Long established territories. Salary and as- 
manufacturers speed up their war production, economically. sured future leading to management position for qualified man. 
Pe , Write details in confidence to 

' Fourteen explained that, with peace, they would be back in 


Box 3977 
7 the civilian market, often with improved goods. One even Sane Oe 
* offered prizes to consumers making the best suggestions for 
improving its product. 
e These advertisers, we submit, are setting standards for war 
‘ time advertising and peace time sales in both industrial and 


KEEP ON DOING IT 
consumer markets. They are insuring their future businesses 


* . . 
at low cost, too, because they are buying space in Popular eee the ald Costly Way ? 


ad Mechanics, whether at the one or twelve-time rate, at less 

* than a dollar and thirty cents per page per thousand. The Old-Fashioned Way THE FAITHORN WAY 
; First the engraver—in one Call in ONE concern and give AL! 

e Can you think of sounder standards by which to judge place. Then the typographer— 


your instructions to ONE MAN, 


maybe half a mile away. After . 
to handle ALL THREE operations. 


your own war time advertising? that the printer — maybe a 


ALL responsibility is now with ONE 
instead of three—you’ll get undi- 
vided interest and attention. This 


Saves Time and Money 


ings — mistakes —corrections. 


* mile off in another direction. Then you'll have— 
Calling in—interviewing— 
* giving instructions—checking ONE man to instruci—instead of three. 
. up—telephoning. Trouble — ONE order to write out. 
worry —uncertainty. ONE firm to deal with. 
* —mi ' 
. POPULA CHANICS After that minuneretand 


Why continue the old-fash- 
ioned way? It 


; 8 Magagine in 


* 200 East Ontario Street, Chicago * New York * Detroit * Columbus a FAITHORN CORPORATION 
* x Ad-Setters + Engravers «+ Printers 

Phone Wabash 7820 $04 SHERMAN STREET. CHICAGO 
* 
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| Chicago Times, one before and one 
‘after Christmas. The per inquiry 
|cost and percentage of club mem- 
bers who accepted successive bottles 
of the product pointed to a profit- 
able operation of the club scheme. 

Following up the initial test, the 
company and its agency, United 
Advertising Companies, later re- 
leased copy in selected dailies in 


DIDN'T DRAW 


sh MEMBERSHIP FREE 15 yew ae | 


MEMBERS, CLUB 
Ngee Ss CAO and scheduled full-color pages 
vou vou SAVE UP TO SO% wl / _ |in a modest list of national maga- 
“ ;' zines. 
£ SAM WANTS MILLIONS ARE PAYING 
1p WeALTHY AMERICA § TOO MUCH FOR VITAMINS Features Economy Appeal 


Me es 1 % A typical advertisement, head- 
lined “Sensational Vitamin Club 


saves members up to 50%,” claimed 


EXTRA PRIVILEGES AND SAVINGS 


for vitamins” and invited readers 


that “millions are paying too much | 


FREE MONEY-GACK GUARANTEE HOW YOU CAN JOIN 
* — - 
: Vitamin FREE! MOT ese eee 


| 


Despite a tested technique, this 1,000- | 


line copy failed to attract the expected 
number of members to the novel Vitamin 


High-Flying 
Vitamin Club 
ls ‘Dead Pigeon’ 


Public Fails to Show 
Anticipated Interest 
in Novel Offer 


Chicago, Feb. 24.—Everyone ex- 
cept the consumer who was sup- 
posed to jump at the chance to join, 
showed more than passing interest 
this week in the Vitamin Club— 
a promotion designed to sell vita- 
mins by mail, using a Book-of-the- 
Month technique. 

The Vitamin Club, in the words of 
its founder, George W. Davis, is a 
“dead pigeon” right now. Only 
time will tell whether it can be 
revived, with a varied form of club 
membership and a new approach to 
prospective enrollees. 

Its founder 
magic formula will yet emerge, 
leading to a group of steady cus- 
tomers who will pay the postman 
$2.69, plus C. O. D. and postage 
charges, for a 100-capsule bottle of 
B Complex vitamins every six or 
seven weeks. 
book club after which it was pat- 
terned, the Vitamin Club offered a 
‘dividend” in the form of a free 
bottle for every three that are pur- 
chased, 


Test Was a Success 


The temporary demise of the 
Vitamin Club idea was all the more 
surprising to its promoter because 
essentially the same _ advertising 
copy which was tested successfully 
late in 1942 has failed to produce 
satisfactory results up to now. 


Mr. Davis, who heads the Parr | 
Vitamin Company and formerly was | 


an executive of the Willard Tablet 
Company, Chicago, introduced the 
copyrighted Vitamin Club to Chica- 
goans with two full pages in the 


FOOD 


FROM OUT OF THIS WORLD 


a famed feature at all 
DEWITT OPERATED HOTELS 


‘4 Iu Cleveland 


HOTEL HOLLENDEN 


In Columbus 


NEIL HOUSE 
In Lancaster, 0. 
THE LANCASTER 
Iu Coming, N. Y. 


THE BARON STEUBEN 


Chechen 


Cea =>) PRESIDENT 


ae 
cs WS 


is hopeful that the | 


Like the successful | 


to mail a coupon enrolling them in 


New York, Philadelphia and Chi- | 


the club. 


purchase, plus a vitamin guide 
book. Memberships may be can- 
celed at any time, but until such a 
cancelation order comes in the club 
promised to mail a bottle of B Com- 
plex vitamins every seven weeks. 
“You are assured of a regular 
supply of Vitamin Club B Complex 
vitamins,” copy said. “Some vita- 


|mins have already been restricted 


and there may be more restrictions 
later. All club members are pro- 


| tected—because we immediately re- 


| 


serve a regular supply, in your 
name.” 

Consumers were urged to compare 
the vitamin units in the club’s prod- 
uct with those of other suppliers, 


j}and the comparative cost per cap- 


sule. “On this true basis of deter- 


| 
Membership included a| mining value, Vitamin Club B Com- 
| free 100-capsule bottle with the first 


plex vitamins can be shown to be 
the most outstanding value in 
America,” the advertisement said. 


Offers Trial Bottle 


In similarly-slanted copy in New 
York, the club offered readers an 
introductory bottle of 25 capsules in 
return for seven cents and a three- 
cent stamp for postage. 


club idea, according to Mr. Davis, 


of a Chicago daily brought in only 


a trickle of answers. In a disap-| 
pointing number 
club members have enrolled and 


‘then failed to pay for the C. O. D.| 


| 


Admen and newspaper represen- | 
tatives found much of merit in the | 


but the most recent 1,000-line ad- | 
vertisement in the Feb. 21 edition | 


of other cases, 


The vitamin business is and will 
|be a great industry—if it isn’t 
| kicked around—and “we're going to 
stay in business,” the club founder 
maintains. One of the most serious 
charges against it, he believes, is 
the claim that prices are too high 
for the various products. But not 
even the Vitamin Club’s economy 
appeal brought in the rush of mem- 
| bers it expected to follow its first 
big promotional push. 


Stuart Promoted 


William T. Stuart has been ap- 
| Pointed editor of Electrical Con- 
tracting, a McGraw-Hill publication. 
Mr. Stuart was midwest editor in 
the Chicago office before his transfer 
to New York in 1941 as managing 


| bottle when it reached their homes. | editor. 
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CEDAR RAPIDS 
WATERLOO 


MATCHING THE PRECISION OF 
AIR-BORNE TROOPS, CAREFUL 
CO-ORDINATION OF PROGRAM- 
PRODUCTION, PUBLICITY AND 
MERCHANDISING IS EMPHASIZED 
BY EVERY COWLES STATION... 
A VITAL FACTOR IN ENABLING 
ADVERTISERS TO GET MAXIMUM 
RESULTS AT LOW GROUP RATES* 
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Ted Taylor Heads 
Sone Stee Chale Grocery Sales for 


C. L. Taylor, president of KTSA, F ull Year Shown 


San Antonio, has been elected chair-| , M h ps St d 

man of the operating committee of 
the Lone Star Chain, succeeding In emp 1S u Y 
Harold Hough of KGKO, chairman | 
since 1939. 'phis Grocery Sales Records,” a 12- 
The network’s offices will be| month record of the sales of 330 
moved to the Tower building ‘1| grocery products in the Memphis 
Dallas. territory, has been published by the 
—_—_—_—_—- | Memphis Commercial Appeal and 

. | Press-Scimitar. 

White Adds Four | The 100-page volume is replete 
The White Advertising Agency,| with charts and graphs, the first 
Cleveland, has been appointed to|section detailing actual sales of 
handle the advertising of Triplex | leading brands of packaged grocery 
Screw Company, Double Duty Prod-| store products, each including in- 
ucts Company and Safeway Chemi-| formation on unit sales, by size of 
cal Company, Cleveland, and Romec | package, for the first six months of 
Pump Company, Elyria, O. 1942, the last six months of 1941, 
and the entire 12-month period. 
| Percent of the total market for each 


Memphis, Tenn., Feb. 24.—“‘Mem- 


Write for circular on 


| product garnered by each brand is 
Rey vot ‘also shown, as is the average sale 
Ry AO per store of each brand, for each of 


LIGHTING. the 12 months studied. 


CIMT com abad case histories, in chart form, of 28 


| and monthly sales movement of the 
| product. 

Copies of the study are available 
|to advertisers and agencies through 
| the office of P. D. Martineau, pro- 
motion manager of the newspapers. 


Babcock Returns to 


Advertising Agency Field 


Keith Babcock, 
who for the past 
year has been a 
member of the 
field staff of the 
War Production 
Board, has joined 
the creative staff 
and plan board of 
Brooke, Smith, 
French & Dor- 
rance, Detroit. 

During the past 
17 years Mr. 
Babcock has 
served as copy- 
writer and con- 
tact man on numerous accounts, his 


Keith Babcock 


A second section gives detailed| agency connections having included 
| Young & Rubicam, Marschalk & 
products, showing newspaper and_/| Pratt, 
radio expenditures in the market! Mathes and J. Stirling Getchell. 


McCann - Erickson, J. M. 
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~ ALCOHOL IN WAR PROVIDES NEW THEME 
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Look Up, Mr. Farmer! 
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Although Canada has banned advertising by liquor companies, including financial 
statements and copy supporting Victory loan and other drives, the Dominion has 
approved several campaigns featuring industrial alcolhol, such as these news. 
paper ads. Canadian AdvertisingAgency, Montreal, placed the Gooderham & 
Worts copy. Vickers & Benson, Montreal, is the agency for Seagram. 


TRY 
THIS 
FOR * 

SIZE! KN 


- 


4 
’ 
: 
' 


it’s the Scranton Audience... 
built by WGBI...measured by Hooper: 


You don’t often find a HOOPER INDEX of 64.3 anywhere, but 
that’s the WGBI morning rating in Scranton... the hub of AMERICA’S 
19th MARKET! And that’s the low! In the evening that rating climbs to 


. 
Ne 
0 


a 2 


65.1...IN THE AFTERNOON IT’S A WHOPPING 73.7! 


And remember, as big as it is, Scranton is only part of the 625,581 
spenders WGBLI influences in SCRANTON—WILKES-BARRE . . . a big, 
prosperous metropolitan area. As an advertiser, you don’t dare depend on 


other stations ... all of them together are hardly a whisper in this major 


Full Pages Carry 
Reader's Digest 
Capitalism Plea 


New York, Feb. 23.—The Reader's 
Digest, with a current circulation 
estimated between 7% and 9 mil- 
lion, placed full pages in news- 
papers totaling 19 million circula- 
tion to gain maximum readership 
| for a reprint of its February lead 
| article, “Your Stake in Capital- 
| ism.” 

Written by Eric Johnston, presi- 
dent of the Chamber of Commerce 
|of the United States, the article is 
an eloquent plea for capitalism as a 
|cornerstone of freedom after the 
| war. 
| The advertisement, appearing in 
| 171 newspapers in 158 cities of more 
| than 50,000 population, was headed 
_ by a telephoned testimonial from 
|shipbuilder Henry J. Kaiser, who 
said, ‘“Here’s something America 
|needs just as much as ships,” urg- 
|ing every employer and employe to 
| read it, weigh it, and “to think.” 
| <A footnote asked readers to share 
|their Digest with others, carrying 
| the statement, “The purpose of this 
|reprint is not to sell more copies 
| under paper rationing each issue is 
/completely sold out. Lend your 
copy, but because of its enjoyable 
|articles of lasting significance, be 
_ sure that it is returned.” 

The advertisement was placed by 
Batten, Barton, Durstine & Osborn 


| Chain Store Tax Is 


| ° ° . 
agree eiete in Illinois 
| A graduated chain store tax bill, 
| applying only to larger chains op- 
|erating more than 1,000 stores, of 
| which at least 700 are located in 
Illinois, has been introduced in the 
| Illinois legislature. 

The tax would be $100 per store 
for those operating 1,000 to 2,000 
stores, and would move upward by 
hundreds to a maximum of $1,(00 
per store for chains operating 10,000 
or more stores. 


Collins, Miller & Hutchings 


INC. 


market that deserves a shout. That’s why most advertisers RELY on 


WGBI. Ask your John Blair man! 


(Figures from Hooper Station Listening Index—Nov.-Dec., 1942) 


SCRANTON 
CBS AFFILIATE 


FRANK MEGARGEE, President 


500 WATTS NIGHT 


Photo-engravers in Chicago 


PENNSYLVANIA 


BLAIR 


& COMPANY 
National Representatives 


207 North Michigan Avenue 
Franklin 9854 
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Action Pictures 
Highlight Western 
Electric Series 


New York, Feb. 24.— Action- 
packed pictures with minimum 
wordage keynote the new Western 
flectric Company campaign cur- 
ently appearing in four-color 
spreads in Collier’s, Life, Look and 
The Saturday Evening Post. 

Initial insertion depicts an anti- 
,ircraft battery in action, with one 
member of the unit receiving tele- 
yhone instructions. A_ six-point 
caption atop the illustration reminds 
that “every branch of the Armed 
Services uses the telephone.” 

Copy is limited to 50 or 60 words 
and rolls back cobwebs of the past 
py saying, “To his mother and dad 
it seems only yesterday that he was 
using the family telephone to call 
his high school sweetheart. But to- 
day the orders he sends and receives 
over his wartime telephone help 
speed the day when love and laugh- 
ter, peace and progress shall again 
rule the world.” 

Under the signature of Western 
Electric is the company’s slogan, “In 
peace—source of supply for the Bell 
System; in war—arsenal of com- 
munications equipment.” 

Black and white advertisements 
in a long list of general magazines 
and business papers are on the 
schedule in addition to those men- 
tioned. Newell- Emmett Company 
directs the account. 


‘Sweater Girl’ Pushes 
Conservation Theme 
Select Sportswear, New York, 


this week used a spread in Women’s | 


Wear Daily as the cornerstone of a 
merchandising campaign to stress 
conservation of knitwear. Eight 
cartoon blocks on insuring the life 
of sweaters drew attention through 
the headline “America’s Sweater 
Girls can’t all be Waacs, Waves, or 
Marines, but by conserving, they, 
too, can serve,” and a lifelike 
sweater-girl illustration. 

Reprints will be distributed for 
posting in retail outlets. James M. 
M. Hyman is the agency. 


Gordon Leaves Ketchum; 


Joins Waring Corp. 

Gail D. Gordon, account and radio 
executive for the past seven years 
with Ketchum, MacLeod & Grove, 
Inc., Pittsburgh, agency, has re- 
signed to become director of adver- 
tising for the Waring Corporation, 
New York, headed by Fred Waring, 
the noted orchestra leader. Before 
joining KMG, Mr. Gordon was ad- 
vertising manager for P. H. Butler 
Company, Pittsburgh food chain. 


Joins ‘Liberty’ 
Warren Terwilliger, formerly on 


Company, Syracuse, N. Y., diamond 
merchant, has been appointed spe- 
cial assistant to Paul Hunter, pub- 
lisher of Liberty. 


the sales staff of the A. H. Pond | 


The program will be split between 
spot headline news and commen- 
taries on the week’s highlights in 
the news and farm news. 

The association earlier this month 


Show for Dairy 
Group Announced pis coi tha Fe. 


Chicago, Feb. 25.—The American/ Its new campaign, including news- 
|Dairy Association completed plans| papers as well as network radio, 
| this week for its first venture into | will be aimed at giving the public a 
network radio, announcing that aj| better understanding of what the 
|weekly 15-minute newscast, “Voice | dairy farmer is doing in wartime 
'of the Dairy Farmer,” will be | and explaining shortages of butter, 
| launched March 21 over a 55-station | €88s, milk and other dairy prod- 
Blue network. | ucts 

The program, originating in Chi-| —___—_— 
cago, will be broadcast eee . 
from 12:45 to 1 p. m., CWT. It will) Duncan Opens Offices 
feature Everett Mitchell, announcer) Andrew Duncan, managing direc- 
and master of ceremonies for the| tor of the recently formed Cereal 
“Farm and Home” hour on the Blue) Institute, has opened offices in the 
Network for the past 14 years, and| Field building, Chicago. The tele- 
Clifton Utley, news commentator.| phone number is State 5628. 


First Network - 


NAM Forms Special 


Postwar Panel 

The National Association of Man- 
ufacturers has created a_ special 
group of well-known industrialists 
to make an intensive study of do- 
mestic postwar problems. The group 
will ultimately function as a sub- 
committee of the much larger NAM 
postwar problems committee. 

John Airey, president of King- 
Seeley Company, Ann Arbor, Mich., 
will be chairman. Pending com- 
plete organization of the new com- 
mittee, Mr. Airey’s group will hold 
its first meeting in Chicago March 3. 


Pearson Moves Offices 


John E. Pearson Company, na- 
tional radio representative, has 


'moved to larger quarters at 250 
|Park Ave., New York. 


* Together they 


Farmer Land. 


| 
' 


| Combine your printed sales message in Prairie 
_ Farmer with your spoken message on WLS and 
_ get DOUBLE Sales Pull in Prairie Farmer Land! 


| Use the 


| Gog 


& Each is a powerful sales medium 
in its own right! 


> Each offers a record for producing 
phenomenal results! 


influence on the buying habits of 
thousands of prosperous working- 
men’s families — on farms and 
in industrial centers in Prairie 9. 


BURRIDGE D. BUTLER. Publisher 


exert a powerful 


Since 1841 qua 


to Double Your SALES Power é Prairie Farmer Land! 
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‘Best Tunes of All | 
Gets ‘Best Break 
of All in Rating 


New York, Feb. 24.—Even though 
American Tobacco Company’s presi- 
dent, George Washington Hill, drew 
a lawsuit from “Information Please” 
producer Dan Golenpaul, and a few 
hundred letters from irate listeners, 
his “Best Tunes of All Go to Car- 
negie Hall” teaser campaign paid 
dividends. 

The Cooperative Analysis of 
Broadcasting this week reported 
that the Feb. 12 premier of the 
Lucky Strike “All-Time Hit Parade” 
had a record-breaking initial audi- 
ence, having been heard by 17.9% 


of set-owners. 

This is the highest rating ever re- 
ported by the CAB for 
broadcast of a new program. 


The program, originating in Car-| 
negie Hall, is broadcast over NBC} 


at 8:30-9 p. m. EWT Friday nights, 
the spot occupied by “Information 
Please” for Lucky Strike before the 
Hill-Golenpaul spat, which resulted 
in the sale of the “beat the experts” 
show to the H. J.. Heinz Company. 

Foote, 
agency. 


Signs Mystery Show 


Procter & Gamble has contracted | 


with CBS for the “Amos ’n’ Andy” 
time, recently vacated by the come- 
dians. The new program, titled “I 
Love a Mystery” will hit the air- 
waves March 22 over the full Blue 


the first) 


Cone & Belding is the! 


network, Monday through Friday 
from 7:00 to 7:15 p. m. EWT, with 
repeats from 1:00 to 1:15 p. m. 
Carlton E. Morse, who writes, di- 
rects and produces “One Man’s 
Family,” will handle the P & G 
mystery series. Specific product or 
products to be promoted have not 
yet been decided upon. Compton 
Advertising is the agency. 


Campbell Starts Show 


One of the top four CBS clienis 
in 1942, Campbell Soup Company 
will sponsor a new comedy show 
beginning March 3. Milton Berle is 
the headliner, with the program be- 
ing aired Wednesday evenings from 
9:30 to 10 p. m. EWT. Berle will 
be supported by a top orchestra, a 
girl vocalist and stooges. Sixty- 


| three stations will carry the show. 
| Ward Wheelock is the agency. 


Cities Service Renews 


Petroleum Advisers, Inc., has re- 
|newed Cities Service Concert pro- 


grams on a 66-station NBC network. | 


The program is the oldest continu- 
ous commercially sponsored show 
|on the air, making its debut in Feb- 
|ruary 1927. Foote, Cone & Belding 
| is the agency. 


New Show for Pabst 


Pabst Brewing Company will 
|/sponsor a new half-hour program 
starring Groucho Marx over the Co- 
_lumbia Broadcasting System start- 
ing March 27. Called “Pabst Blue 
| Ribbon Town,” the program, origi- 
nating in Hollywood, will be aired 
Saturdays, 7:15-7:45 p. m., PWT. 


| 


MEET LOVELY 
BOBBE BOSWORTH 


Bobbe is 21, blue-eyed with golden 
blond hair. She is 5 feet, 6 inches tall 
and weighs 118 pounds. Born in Chi- 
cago, she was educated at Highland 
Park High School and at Connecticut 
College. Her charm and beauty won 
for her the title of queen of the Junior 
Prom at Connecticut; queen at West 


“Why, OF COURSE, 


MUCH PREFER 
CHICAGO” 


Have you ever been on one end of a conversation like this? ‘Hello. Photographs, Inc.? 


Say Rus. In those model shots we're making; be sure and use Miss Charming!” .. . "Sorry, 


Joe. 


Point Hop, 1941; one of Dartmouth’'s 


Court, the same year, and queen of 
Midshipmen's dance, New York, 1942. 
She swims, plays golf and tennis. Al- 
ready she has appeared on four mag- 
azine covers and two posters. An 


experienced, versatile model. 


MASTER 
2001 


CALUMET AVENUE > 


Miss Charming’s gone to New York.” ... ‘Yeah? What for?” ... “More money. 
Couldn't make the grade here,” or "Miss Charming has given up modeling.”” Same reason. 
... If you've been sitting in "Joe's" chair you probably know that Chicago has developed 
a model "situation" .. . The lure of adequate employment and compensation for experi- 
ence, ability and proficiency has drawn capable models in increasing numbers away from 
Chicago's discouraging practice of freezing model's fees at a maximum for two hours’ 
service regardless of her most valuable qualifications. . . . That situation is being changed. 
A movement sponsored by the Chicago Photographic Guild, and endorsed by advertisers, 
the Art Directors’ Club of Chicago and Art Center of Chicago will give the "Miss Charm- 


ings” the privilege of establishing their own value of their services—a right earned by the 


energy, the thought and the time they have invested in perfecting themselves for their pro- 


fession. From now on you may expect an adequate group of desirable models to be avail- 


able in Chicago. .. . Rogers, as engravers for hundreds of advertisers affected by this 


movement will, from time to time, introduce some of these young ladies to you, in this space. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 


CRAFTSMEN 
Phone 


O F 


PHOTO-ENG 
CAL 4137 ° 


RAVING 


CHICAGO, ILLINOIS 


——— 


REPRISAL 


Edgar Landauer designed this poster fo, 
the Baltimore Advertising Club as part 
of its war bond campaign. At its annual 
banquet Feb. 20, the club asked the 
Navy to let the battleship Maryland 
avenge her damage at Pearl Harbor by 
leading a naval squadron against Tokio. 


William M. Randol Jr., CBS-KNx 
staff producer, has resigned to be- 
come manager of the Hollywood 
office of Warwick & Legler, agency 
in charge of the program, where he 
| will work with Dick Mack, who has 
| been assigned as producer. 
“Pepper Young” Adds Stations 
“Pepper Young’s Family,” day- 
‘time serial sponsored by Procter 
& Gamble Company for Camay, 
|Chipso and Duz, expanded to the 
full 125-station National Broadcast- 
ing Company network Feb. 22. 
Pedlar & Ryan is the agency. 


Park & Tiltord 
Releases Vigorous 


Newspaper Drive 


New York, Feb. 24.—A hard-hit- 
ting spring advertising campaign 
has been released by Park & Tilford 
|}on its face powder, perfumes, lip- 
sticks and rouges. Once-a-week in- 
sertions, from 210 to 150 lines, will 
|}appear in The American Weekly 
|}and 70 newspapers in 60 cities. 
| Special stress will be placed on 
| the company’s “Color-Keyed”’ face 
powder, as a follow-up on the sales 

increase achieved by the product 
| last year, when Park & Tilford de- 
| veloped a method of shade selection 
| that “eliminates guesswork.” 

Copy will emphasize the quality 
tradition of Park & Tilford, and 
| demonstrate how successfully 

perfumes and cosmetics are living 
|up to “the traditions of the house 
| In addition to the “shade selec- 
tor,” dealers are furnished with dis- 
| play pieces calling attention to the 
| system and urging its use. Charles 
| M. Storm Company handles the 
count. 


Geissinger, Ferguson 
Advanced by BBDO 

Wayland OB. 
Geissinger, man- 
ager of the Los 
Angeles office, 
and Charles H. 
Ferguson, y- 
count executive 
in the San Fran- 
cisco office, have 
been elected 
vice - preside 
of Batten, B 
ton, Durstine & 
Osborn. 

Before joins 
BBDO in 194 
| Mr. Geissing 
| was with Lord & Thomas, and p! 

to that was advertising manage! 
Fruit 


W. B. Geissinger 


the California Growers Ff 


change. 


tame 


Affiliate: Rock Island ARGUS 
MUTUAL NETWORK «1270 KC 
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Research Council 


Qualitative Study 


Narragansett Steps 
Seeks to Stimulate Up Budget 10% for 
Current Campaign 


New York, Feb. 23.—Facing Cranston, R. I., Feb. 25.—Narra- 


of men and women wearing helmets 
stamped with Office of Civilian De- 
fense insignia. Under the headline, 
“Your Neighbors,” copy points out 
that a “vast volunteer army of your 
neighbors, million strong, has spent 
countless hours of precious leisure, 
training and working for your pro- 


councils, one requesting 400 copies 
of the first advertisement. 

Standish, Inc., handles newspaper 
and billboard advertising, while 
Arthur Braitsch, Advertising, is in 
charge of radio. 


Names Wagenseil 


Hayden Buys Weeklies 
Victor F. Hayden, who for 20 
years was executive secretary of the 
Agricultural Publishers Association, 
has purchased the Central Union, 
Westfield, Wis., and the Express, 
Montello, Wis. Mr. Hayden plans 


frankly the danger that the science| gansett Brewing Company has in- 


tection and vour service.” to make these newspapers a testing 
c e . . 
of market research might become|creased its budget 10% over last 


wee: naa § at eT pewad come Hugo Wagenseil & Associates, ground for agencies that desire to 

Text also urges readers to be good | y,,.... i ; aidien ee ee ee sort sod 
vstatic,” the Market Research Coun-| year to continue its current “Treat| neighbors by doing their part, and eg ot as ge He test advertising in small town week- 
ci] this week was considering plans| Your Neighbor Right” advertising| lists some of the ways Americans Moldir Cor oration akan pa lies. 
for stimulating more original re- campaign indefinitely, using full and are helping to serve one another t om kite e Therm ‘plastics in 
search by universities and private| half pages in 35 New England news- through OCD. peice meee woh tliat 
concerns. papers. Future copy will feature neigh- : Page. a 

Elmo Roper, president of the Street car cards will supplement} bors of history, different civilian ac- | Soundscript Reporters, Inc., New 
council, named Frank Stanton, CBS| the drive for the first time, in ad-| tivities such as victory gardens, can- | Chapelle Moves York, has been organized to report 
vice-president, chairman, and Paul} dition to 23 radio stations and 24-| ning, war production work, and C. C. Chapelle Company, market | conventions, conferences and meet- 
w. Stewart of Paul W. Stewart &|sheet posters. Media selected are others. research organization, has moved to ings. Recording is done electronic- 
Associates and Frank Surface of| heavily concentrated in industrial The drive has been approved by larger quarters at 500 N. Dearborn ally by use of Soundscriber equip- 
standard Oil Company of N. J.,| and urban areas. OCD, and complimentary letters St., Chicago. The new telephone ment. Calvin Truesdale is president 


Soundscript Launched 


members of a committee to plan for| Initial insertion pictures a throng: have been received from defense | number is Whitehall 7731. 


the advancement of the science. 


of the new company. 


Speaking before a meeting that) 
heard A. C. Nielsen present his | 
“Audimeter” for measuring radio} 
audiences last weekend, Mr. Roper 
warned fellow researchers that “in- | 
sufficient progress is being made in | 
market research and its stepchild, | 
opinion research,” both of which he | 
held to be in danger of becoming 
static. 

Mr. Roper blamed the slowdown 
in the advancement of market re- 
search primarily on the fact that 
new people in the field are bent on 
copying others’ work, or getting into 
more profitable branches, while 
established firms are “too damned 
busy” earning money to look ahead. 

The universities, he said, are par- 
ticularly lax, claiming that on the | 
whole they are doing nothing to for- | 
ward the progress of market re-| 
search as a science. Mr. Roper said 
there were a dozen opportunities for 
significant contributions, particu- 
larly in qualitative measurement. 

“We should know more than how 
to calculate the yesses from the 
noes,” he concluded. 


Rose Succeeds Wiley 
as CIAA President 

Howard W. Rose, assistant secre- 
tary, The Buchen Company, Chi-| 
cago, has been elected president of | 
the Chicago Industrial Advertisers | 
Association to fill the unexpired | 
term of Blaine G. Wiley. Mr. Wiley, | 
who is assistant general sales man- | 
ager, All - Steel- Equip Company, 
Aurora, Ill., has resigned to join 
McGraw-Hill Publishing Company, | 
New York, where he will do special | 
editorial research and sales promo- 
tion work on Engineering Mining 
Journal, effective March 15. 

Fred G. Jones, assistant advertis- | 
ng manager, The Creamery Pack- | 
age Mfg. Company, a director of 
the association, has been elected | 
vice-president to fill the post va-| 
cated by Mr. Rose. John H. Morse, 
economic consultant, The Buchen | 
Company, has been elected a direc- | 
tor of the association, and C. Nor-| 
man Kirchner, sales promotion | 
manager, Independent Pneumatic 
Tool Company, vice-president of 
the association, has been elected a/| 
director of the NIAA. W. Lane | 
Witt, manager of valves and fittings | 
idvertising, Crane Company, will 
represent the association on the! 
board of governors of the Chicago 
Federated Advertising Club. 


| 


Evans New P. M. 


john R. Evans, formerly in the | 
{ advertising field, has been ap-| 
nted promotion manager for Sta- | 

KOMO and KJR, Seattle, 
h, succeeding Charles Bailie, 
) recently resigned. 


Club Changes Name 


1e Chicago Association of Manu- | 
turers’ Representatives has) 
nged its name to Grocery Manu- | 
turers’ Sales Executives of Chi-| 
The organization meets each 
day noon at the Sherman Hotel. 


—— 


> a a a a a ae 
* 
Lowest cost * 


in the business field * 
($4.63 per page per 1,000) 


CHOOSE THE 
LEADER IN 
THE BUSINESS 


291 BROOKLINE AVENUE, BOSTON, MASS. 


OLKS in New England are co- 


operating in gas saving, using 


their cars for "essential shopping, 
procuring medical attention, attend- 
ing religious services,’ and other oc- 
cupational or emergency purposes 
defined by the OPA. For entertain- 
ment, they are staying at home, 
listening to the radio. 

That's why, to a greater extent 
than ever before, the great propor- 
tion of The Yankee Network's audi- 
ence of 7,321,796 can be reached in 
their homes — homes that are com- 
pletely covered in 21 cities by the 
friendly, neighborly Yankee Network 
home-town stations. 


Yes, your radio messages are re- 
ceiving wider attention than ever 
before in radio history. And with 
The Yankee Network you reach more 
prospective customers in centers 
where they live, work and buy, than 
through any other station or combi- 
nation in New England. 

Today, The Yankee Network's loyal 
legion of friends is demonstrating 
responsiveness with tremendously 
accelerated tempo. 

When you buy time, keep in step 
with the times — get all-out results 
through The Yankee Network's 
home-town, 21-station coverage in 
New England. 


rue YANKEE NETWORK, unc. 


Member of the Mutual Broadcasting System 
EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


~~ ~» =~ + + + BM 


FIELD... 


ee | | . , 
ee | 
NEW é MLE DING- MORE IME | 
y ; » Paste \ x es)  &, 

| \ at LL ams | = BRN Pe | HAP sae — 
BRE gga |\)) el Yate . 

f ‘ Ne a’ : deg.h: $e) | | | \ | | | i Fm % x ps — 
Oo ti | ote or - oo tn ) a - 

to bi Bi ASP ae: | Ns | | o> . 
, HG VA c Woah Be ’ 

= “RUM + . ee : ie | | ~e qey 4 a 

) A= > « X 7 s | aes >- Ps ae | F 
se YS “40 See 7 

‘ 2 - A ¢ w | A a . : 

‘ | 7 . o 4 #: > oe a ia : N * i. 3 a ; J a. 
t ¥ [4 ee A\. 2 3 | = i. i \ "He al se a WY, 
= I wise cee - “aa ‘ii — Wo 4 
knees --- AT ‘ : 
ee | 
ACCEPTANCE = 
a | is 

PE | The 
. Networre + 
= rOUNDAT . 
——_ = 
ee CUP 
— INESs) ™ 
| es 
a 


ADVERTISING AGE 


38 
the end of the year, 25,837 publica- 
tions had second class status, a de- 


2nd Class Postal : 
crease of 352 from the preceding | 


Revenue Hits Peak year. 
— ° Total revenue of the Post Office | 
in ‘42 Fiscal Year 


|Department during the fiscal year | 

| was $859,817,490, the highest in his- | 

New York, Feb. 24.— Revenue |tory, and almost $47,000,000 over | 

from publishers’ second class mail| 1941, the previous high year. Despite | 

and weight in pounds of such mail| this, the department showed a gross | 

handled by the Post Office during | operating deficit of $11,825,000. | 
the fiscal year ended June 30, 1942 a Se 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 
most prominent and widely known advertising men. 
ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 
direction” of any kind. The author is glad to receive comment, but can- 
not answer letters, except as he may find it appropriate to do so through 


It is presented in 


the column. 


reached an 1l-year peak, according Sngpp Award 


to an analysis made by George C. 
Lucas, executive vice-president of 
the National Publishers Association, | 
of the annual Post Office Depart-| 
ment report. The number of pieces | 
of second class matter, however, | 
dropped from 4,563,000,000 in 1941 | 
to 4,522,000,000 last year. 

Revenue for 1942 received by the 
Post Office from second class matter 
totaled $25,200,000, and weight in 
pounds of second class matter han- 
dled was 1,433,000,000. 

During the year 2,327 applications 
for admission of publications to the 
second class of mail matter, or 
changes in existing permits, were 
acted upon favorably, while 2,590 


publications were discontinued. At 


Jury Named | 

The Women’s Advertising Club of | 
Chicago has announced the appoint- | 
ment of the following judges for its | 
annual Josephine Snapp Award) 
competition: Elon Borton, adver- | 
tising manager of La Salle Exten- | 
sion University and chairman of the | 
Advertising Federation of America; | 
Dr. Miller McClintock, president of | 
Mutual Broadcasting System; Julia | 
Wolcott Kiene, manager of the de-| 
partment of defense nutrition, West- 
inghouse Electric & Mfg. Company; 
Frank Mayfield, Scruggs-Vander- 
voort-Barney, St. Louis; and Helen 
E. Holby, club contact director of the 
AFA. 


“ Ganapotis 


AT PENSACOLA, FLORIDA 


(Official U. S. Navy Photograph) 


of lhe Gin” 


February 15. I wonder if these maps of 
the shrinking world which the airlines are 
publishing do not have a special signifi- 
cance for us advertising men. It was no 
accident that the first advertising agents, 
such as Rowell, Thompson, and Ayer, 
began their careers coincident with the 
expansion of railroads in this country. It 
was the shrinking of this continent by 
steam transportation which made national 
distribution, national media, and national 
advertising possible. Another such devel- 
opment in the international field portends, 
and the foreign editions of Time and 
Reader’s Digest are the forerunners of it. 


February 16. Received today from a 
museum a series of very beautiful color 
reproductions of objects of art in their 
collection, done in a process which I could 
not identify. Upon investigation found 
they were produced by a comparatively 
new method called the photographic silk 
screen process. It gives much greater 
fidelity to the original than does four-color 
printing, and is inexpensive enough to use 
for jobs where only a short run is needed. 


February 17. Watching one of our 
women writers present some of her work 
to a client today I thought what a mistake 
it was not to have had her do it before. 
Both writer and client gain from such a 
contact. The writer comes out of it with 
a much greater sense of the commercial 
realities of the problem; and the client gets 
a much greater appreciation of the real 
thought and work which has been put into 
what is proposed to him. 


February 18. Woke at three this morn- 
ing with a full-fledged idea for one client’s 
next campaign. Long ago I learned to 
shoot these nocturnal birds on the wing, 
and to keep pad and pencil by my bedside 
to do it with. So propped myself up in 
bed and went to work to get the idea on 
paper. By five I was able to turn out the 
light and put both the conscious and uncon- 


February 19. Attended the meeting in 
New York at which representatives of the 
government and the Advertising Council 
placed some of their major information 
problems before the food industry. This 
will come close to being the critical test of 
OWI’s declared intention to rely on private 
industry for its advertising needs. In spite 
of some deficiencies in the presentations at 
this meeting, the proposals were, on the 
whole, well received by the advertisers 
present. Now let us see how well they 
will implement them. 


February 20. Put in some hours weed- 
ing my overcrowded bookshelves to see 
what I might contribute to the Victory 
Books campaign. The task turned out to 
be a sort of sentimental journey through 
all my yesterdays, as I picked up and 
looked into books which I had not handled 
for years. Here was one which, as a 
young man, had the most profound influ- 
ence on me of any book I ever read. Here 
were gifts from acquaintances almost for- 
got; memorabilia of journeys long ago 
made; signposts of intellectual byways 
started down and never followed. And 
here, too, I regret to say, were books bor- 
rowed in forgotten days and never re- 
turned. A pretty good picture of a man’s 
life, his bookshelves. 


February 21. (ON THE NATURE OF 
ADVERTISING KNOWLEDGE) How much 
can the workers in psychology of the indi- 
vidual contribute to advertising? The 
record is not clear. Walter Dill Scott, I 
believe, made the first attempt more than 
twenty-five years ago, in his “Psychology 
of Advertising,” with meager results. Later 
the famous exponent of Behaviorism, John 
Watson, tried his hand at it. But adver- 
tising absorbed John without absorbing 
much of his psychology. Recently a friend 
of mine reported some productive results 
from the use of techniques developed by 
Freud. But on the whole, I am inclined 
to look to the work of the social psycholo- 


Se re Sees) 


IS IN WWL-LAND 


an? so are 10,000,000 customers from five different states 


T 


peace. 


scious minds back into deep dreams of 


gists as more likely to bear fruit which 
we can pick. 


Chevrolet Victory 
League Promotes 


Car Conservation 


New York, Feb. 24.—Chevrolet 
division of General Motors Corpora- 


wide drive to enroll motorists in a 


THREE STATES AWAY from New 


| with the first broadcast of a CBS 
news series featuring John B. Ken- 
nedy. 


Thursdays at 6:30 p. m., EWT, over 
the full CBS network, will be spon- 


Orleans, yet the Naval Air Training 
Center at Florida, is in 
WWL’s primary listening area! Just one 
more example of how WWL blankets 
the Deep South. 


NO OTHER STATION for hundreds of 
miles can compete with WWL’s 50,000 
For com- 


Pensacola, 


watt, clear channel signal. 
plete coverage of the prosperous Deep 
South, you need— 


50,000 WATTS—CLEAR CHANNEL 
The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Not'l Representatives, The Katz Agency, Inc. 


sored nominally by Chevrolet deal- 
ers in a crusade to “Save the Wheels 
that Serve America.” Copy will 
lemphasize the importance of car 
|conservation and other war meas- 


ures, such as mileage rationing, ob-| 


servation of speed limits, and car 
pooling. 

The 8,000 Chevrolet dealers will 
|}award motorists who sign a con- 
| servation pledge a special red, white, 
blue, and gold decalcomania in- 
| signia. Those motorists signing the 
league’s pledge will be offered free 
car conservation inspections, in- 
| signia and membership cards. 
| Dealers who have been enrolled 
in the league will have appropriate 
| display materials. 


“True Story’ and Blue 
in Promotional Tie-Up 


Macfadden Publications and the 
| Blue Network have arranged a sus- 
taining series of dramatic programs, 
titled “My True Story,” presenting 
| stories from four Macfadden maga- 
| zines at 3:15-3:45 p. m., EWT, Mon- 
days through Fridays. 

The programs will be promoted 
on circulation trucks, newsstands, 
_and retail store counters, with ad- 
vertisements appearing in 10 Mac- 
fadden magazines. 


| 


tion last week “kicked off” a nation- | 


“National Victory Service League” | 


The program, heard Tuesdays and | 


| 


| 


Expands Facilities 


Freund Succeeds Spitzer 
Philbin, Wrangell & Coine, Inc.,; Morton Freund, of the Morton 
agency for bus and street car adver-| Freund Advertising Agency, New 
tising throughout Florida and) York, has been named to succeed 
Georgia, has opened offices at 415| Silas Spitzer of Weber and Heil- 
Lexington Ave., New York. The} broner, on the promotion committee, 
company has been appointed to)! retail division, New York War Sav- 
handle bus advertising in Spring-|ings staff, in the management ol 
field, Mass., and has been named) men’s wear stores promotion. 

national representative of the Miami | 


Beach Railway, Miami, Fla. | 
ewe, See, oe Gets Stamford Account 


| Stamford Foundry Company, 
Graveson Changes Stamford, Conn., has appointed 
Ted Graveson, former advertising | Products Research Company, Stam- 
manager of Burndy Engineering! ford industrial agency, for advert 
Company, has joined Doyle, Kitchen|ing and sales promotion of Ship- 
& McCormick, Inc., New York, as|mate marine ranges. Richard B 
account executive. Edwards is account executive. 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LTD. 


ADVERTISING MERCHANDISING 
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TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMCNTON VANCOUVER 


Advertising 


COPYWRITER 
WANTED 


We need an experienced copywriter as a permanent addition to 
our advertising agency staff for assignment to the work of a large 
client who is entirely converted to war production. We are located 
in Philadelphia and offer a good opportunity to one who is alert and 
has ideas, who writes well and knows the ropes of advertising. If 
you are not now engaged in war activities and think you can qualify, 
write a letter telling us about yourself and your experience. The 
members of our organization know about this ad. 


Address Box 3978, Advertising Age, Chicago 
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: : : The Cooperative Builder and Fin-| eitean, is published te. and Cooperative News, published by 
; CONSERVATION — F Co-op Publications nish Cooperative Weekly, both) has a circulation of approximately|the Central States Cooperatives, 
=“11= weeklies, are published by the Co-/| 75,000. County papers have an |Chicago, reports a circulation of 
Here’s how to make your Near One Million operative Publishing Company, Su-| aggregate circulation of 105,000. | 25,000. 
a - perior, Wis., and enjoy a net paid Pacific Northwest Cooperator has| Other publications of regional 
Circulation Mark 


SHOES LAST LONGER 
he, 


The Best Foods, Inc., placed this 600-line 
copy in more than 100 newspapers in 
key cities to stimulate shining with 
Shinola as one of four points in a con- 
servation program under shoe rationing. 
Others are alternating shoes, prompt re- 
pairs, and keeping shoes dry. Benton & 
Bowles is the agency. 


Point of Purchase 
Institute Shifts 
to War Program 


New York, Feb. 24.—Advertisers 
and display producers will receive 
factual information on wartime 
problems and opportunities in dis- 
play as the principal 1943 activity 
of the Point of Purchase Advertis- 
ing Institute, Edward T. Sajous, ex- 
ecutive secretary, revealed _ this 
week. 

The educational program has been 
based on a two-months’ survey of 
advertising, merchandising, and 
sales managers in all consumer 
goods industries. 

Advertisers agreed that research 
and study along prewar lines is use- 
less because of the dislocations in 
distribution caused by the war. Only 
three advertisers among more than 
100 interviewed held the opinion 
that advertising is doomed for the 
duration. 

Some of the wartime uses of dis- 
play materials suggested by adver- 
tisers surveyed include tie-ups with 
government information programs 
with company and brand names 
linked to patriotic themes; informa- 
tion to supplement the services of 
inexperienced clerks in explaining 
shortages; information on_ substi- 
tute items or changes in ingredi- 
ents, labeling, packaging, and pric- 
ing; and to maintain good will of 
retailers, who need fresh display 
material throughout the war. 


4 A's Officers Named 


Robinson Murray has been ap- 
pointed assistant executive secre- 
tary of the American Association of 
Advertising Agencies. Other officers 
named by the executive board are 
Richard Turnbull, assistant treas- 


urer, and William A. Fricke, assist- 
ant secretary. John Benson con- 
tnues as president, Frederic R. 


Gamble as managing director and 
executive secretary, and Mrs. L. W. 
MacKenzie as director of service. 


Hackett Names 
Two New Partners 


Bernard Pagenstecher and Clit-| 
ford C. Lozell have been admitted | 
to partnership in M. H. Hackett 
Company, New York agency. 

Mr. Pagenstecher has been with 
the company since its inception five 
years ago. Mr. Lozell was art di- | 
recior of Lord & Thomas before | 
JOining the Hackett company a year | 


1 ae ae ae ee 


Read by almost 
every member of 
Congress... 


(but Washington influence 
begins at home) 


CHOOSE THE 
LEADER IN 
THE BUSINESS 
FIELD... 


~~» + + + + + + 


New York, Feb. 23.— Consumer 
cooperative newspapers and maga- 
zines throughout the country now 
have a combined circulation close to 
1,000,000 and are still forging ahead, 
according to the Cooperative League 
of the U. S. A. 

The Cooperative Consumer, pub- 
lished by the Consumers Coopera- 
tive Association, North Kansas 
City, Mo., stormed past the 100,000 
circulation mark late in January. 

The Midland Cooperator, official 
organ of the Midland Cooperative 
Wholesale, Minneapolis, has boosted 
its circulation above 60,000. 


circulation in excess of 30,000. These 
publications have the highest sub- 
scription rate of all co-op papers. 

The Pennsylvania Co-op Review 
reports a circulation of over 97,000. 
It is published monthly by the 
Pennsylvania Farm Bureau Coop- 
erative Association. 


Circulations Moving Up 


Ohio Farm Bureau News has a 
circulation of more than 90,000, 
while the Ohio Cooperator is crowd- 
ing the 100,000 mark. Countywide 
co-op newspapers covering the state 
reach 120,000 readers regularly. 

The Hoosier Farmer, official organ 
of the Farm Bureau Cooperative, 


a circulation of 50,000, with read- 
ers in Oregon, Washington, Idaho 
and Wyoming. 
the Pacific Supply Cooperative, 
Walla Walla, Wash. 

The Producer-Consumer is the 
joint publication of Consumers Co- 
operatives Associated, Producers 
Grain Corporation and the Plains 
Cooperatives, at Amarillo, Tex. 
Circulation is in the neighborhood 
of 25,000. 


Others Listed 


Co-opportunity and Southern 
California Cooperator are both Cali- 
fornia co-op publications with a 
5,000 circulation. 


cooperative organizations include: 


| Eastern States Cooperator, circula- 
It is published by | 


tion 97,000; Farmers Union Herald, 
122,000; and the Nebraska Unien 
Farmer, 20,000. Circulation figures 
were not available for eight addi- 
tional publications. 


Phelps Joins Vess 


Ed M. Phelps has resigned as 
vice-president and general sales 
manager of U. O. Colson Company, 
Paris, Ill., to become advertising 
manager of Vess Beverage Com- 
pany, St. Louis, manufacturer and 
distributor of concentrate syrups for 
bottlers’ use. 


Smart Advertisers have found a 


BOMB SIGHT TO HIT BALTIMORE! 


Near misses don’t count in radio. National 


and local advertisers are learning that. In 
Maryland they’ve discovered that WFBR 
covers the vital Baltimore market as effec- 
tively as some of the recently introduced 
Allied “Block Busting” Bombs. You hit the 
target you aim at! 

And when you hit the 6th largest city in 
the country, with WFBR’s concentrated force, 
something happens to sales. 

WFBR doesn’t try to cover Virginia, Penn- 
sylvania, New Jersey, Delaware or West Vir- 


ginia. Our job is Baltimore. 


We use the 


electrical power that does just that. WFBR 
believes that those scattered states have radio 
stations right in their own backyards with 


their own loyal listeners. 


In Baltimore... it all adds up to this: In 


Baltimore ... WFBR gives a magnificently 
clear signal DAY and NIGHT. Baltimore 
people enjoy the station. Advertisers save 
money by buying coverage... and not just 
power that’s costlier and too often wasteful. 


RADIO STATION | | I b R BALTIMORE 


NATIONAL 


REPRESENTATIVE: 


JOHN BLAIR & 
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Mash-Nic, an ingredient used in . 
Increase Ad Fund |feed to combat worms in poultry, Gettin Personal Best Bank Copy 
° . | will be advertised in from 20 to 25 g f 
10% for Promotion |farm papers, especially those in the @) 1942 Shown 
oe |poultry field. Black Leaf worm . 
of Insecticides | powder, in pellet form for dosing H. Ledyard Towle, dir. of adv. and creative design for Pittsburgh |]}} One Volume 
ae ‘severe infestation of worms in| Plate Glass Co., is proud as punch of his son, Barney, recently stepped ; 
Louisville, Feb. 24.—-The To-) chickens, will likewise be advertised| up to lieutenant (jg) in the Navy. Before he was commissioned, ad- Chicago, Feb. 25.— While mem. 
bacco By-Products & Chemical Cor-| through the poultry journals. _ | man Towle relates, he had a note from his son asking whether he bers of the Financial Advertiser, 
poration has stepped up its 1943) The company’s pressure fumi-| chouwld try for a Association were somewhat es, 
advertising appropriation for Black) gator, complete for elimination of ceablesiatn on welt — than enthusiastic about the maj) 
Leaf 40 insecticide and other prod-| parasites in greenhouses, will be —— FETE JOLSON-WOOLLEY HOOKUP convention held last year in liey o¢ 
ucts by 10% and will use farm| advertised in greenhouse trade pub- for his number to the regular annual meeting, thei; been | 
papers, magazines, newspapers and} lications. come up in the reaction is expected to be more cor. ture: 
business papers during the year. | Black Leaf-155, for use in de- draft. “Officers can dial toward a mail exhibit. just tion. 
Black Leaf 40 will be promoted | stroying coddling moths and other| get out nights and issued by headquarters here. tion 
in practically all farm papers, all| chewing insects, will reach pros-| don’t have to peel _ The 278-page volume, reprodyc- revea 
garden magazines, and all metro-| pective users through fruit publica-| potatoes,” the elder ing the most effective advertising “A 
politan newspapers having garden|tions. Other nicotine products are| Towle wrote suc- of member banks in 1942, is the ian e 
pages in Sunday editions. Trade| included in the general campaign. cinetly. . . handiwork of Ralph K. Brown, ad- drop 
publications will carry messages to Advertising is handled by Camp- Prom. Dir. Al- vertising manager, Mississippi Va|- feren 
dealers in the hardware, drug, and|bell-Sanford Advertising Company, bert I pri " f ley Trust Company, St. Louis, anq pape! 
feed fields. Copy directed to the/| Cleveland. . . =—m ¢ Fred Botzum, Firestone Park Tryst ment 
trade will emphasize the year ’round the Hartford Savings Bank, Akron, O., as chair- . 
use of Black Leaf 40 on flowers, wir pl is one = ee SF nik cai ce respec- Pai 
ee fruits, shrubs, poultry and other our nominees for ively, o e exhibit committee. Rohe 
_ stock. Copy addressed to users will Y&R Elects Brockway alumni trustee at “Exhibit panels of former years a 
: stress various applications of the Executive V. P. Wesleyan Univer- have established a standard of unj- orm 
: product, each advertisement direct- Louis N. Broek-| sity, Middletown, form excellence,” says the foreword on 
a ing a specialized message to the! way, vice-presi-| Conn. He’s a grad to the new book. “However, their of tl 
x poultry field, sheep raisers, flower | dent in the con-| of the class of one drawback has been their lack of told 
‘ead growers, Victory gardens, etc. tact department! +35 — R, T.O’Con- permanence. Much of the material 19 at 
| of Young & Rubi- i tesectes presented could well repay closer Th 
Offers New Product cam since 1939, nell, prexy of the scrutiny and more intensive study rod 
A new product now being intro-| has been named| ®8ency bearing his not possible in the bustle and con- one 
duced through the drug trade is the} executive vice-| "4m™me, 1s peering fusion of a normal convention. ing t 
company’s Black Leaf worm drench, | president and| into, Manhattan “We of the committee would like Civil 
for the treatment of internal para- will share in the| store windows for to submit for consideration the idea ocs 
7 sites in sheep. Between 20 and 30 general manage-| wedding presents. of continuing as a supplement to the by : 
’ oe farm papers will be employed to ment of the| Son Raymond, a regular displays some form of ex- tons, 
reach prospective users. agency. Before| lieutenant (j in hibit book such as this as a perma- 
lieu (jg) : the 
joining Young &| the USNR. will tie nent record of work which you con- mak 
r Rubicam in 1930,| the knot ith Car- sider to be your best. In this way, cont 
Louis N. Brockway yyy Brockway e Knot wl r over a short period of time, each of “N 
was with Charles olyn Lee Healy, you would have available an excel- figu 
Scribner’s Sons and Alfred A. pr aide at An- | lent reference library containing “Mo 
on't let_your sales | Knopf. RAPOss. . « —_—s a wel. | Only the ‘cream of the crop.’ ” ¢ th 
i ‘suffer, because Harry H. Enders, assistant treas- The Army will pcan Roig ey Bie line + ee gl conch ~'g a. The anthology, oe a hard cover rect 
yi have to cut pro-| urer, has been elected secretary of} be well repre- Palmolive-P , | for permanence, embraced the most a 
duction costs, ’ 2 ; almolive-Peet program aired over a CBS network. On- l effective 1942 advertising of 130 a re 
— wy By B the agency. sented When  |ookers at the Woolley-Jolson fun fest are, left to right: aeien F ne ? My 
ing photos at $1 poor Martha Seymour, john J. Karol, CBS; J. Allen Barnett, account executive | See. is t 
a . . Young & Rubicam of Sherman & Marquette, agency in charge of the show; he ‘ee mag 
raphy. Splendid Stations Name Grimes media department, William C. ee — ropes fom in charge of Newspaper Distributors tiali 
IDEAS. All lines of or : , —— weds Murray Ken- _ sales; Stuart Sherman, president of Sherman & Marquette; . this 
ay fe ae = a ae eens sees drick Sm rth at and Robert E. Lusk, Colgate vice-president in charge of Start Trade Bulletin 
iuctton  priviieges, | has been appointed director of pub-| Fort Dix. . . The COSTED SEE GuemneND. |, Midwest Independent _Distribu- 
ie tite into’ ren | Lic service of Stations KOIL,Omaha,| publicity director | — ane eH eer e. 
oo niga and KFOR and KFAB, Lincoln, Neb.| of Compton Advertising is Joan Geddes, who happens to be the daugh- | 10" Of “Mida, monthly trade bulle- ~ 
— FREE! Proofs of | He will supervise the stations’ news k > ti ated Norman Bel Geddes. Daugh- | "", the purpose of which is to bring pe 
newest releases on request. No obligations, | policies special events and coop- ter of none other than the celebrated Norm aug ‘about continued cooperation and ma’ 
EYE* CATCHERS, INC. '° New Von" | eration with governmental agencies | ter Joan says papa Geddes does not avail himself of her publicizing understanding between publisher the 
‘| talents... and distributor; serve as clearing- me 
Taking an apartment at River House is like being next door to | house for circulators and distribu- Thi 
heaven. John Y. Brown, v.p. of D’Arcy Advertising, has leased a | ‘rs, and to study , government 7: 
nine-room apartment there, which is indeed a “room with a view.” . ._ | Testrictions and regulations and take A 
2 necessary action to present problems rei 
Both Raymond Rubicam of Young & Rubicam and “Tex” Roden, | “when seeking a proper coordina- ess 
pres. of Harold H. Clapp & Sons and chmn. of the advertising plans | tion that will benefit the govern- 7 
TWO POUNDS OF board of American Home Products, have begun month-long vacations | ment, publisher and distributor.” to 
COFFEE, TEN POUNDS OF on the Pacific Coast. . . Tickets to “Ten Nights in a Maternity Ward,” Publication of the paper was int 
rete yt a called a howling success, which held its premiere on Jan. 25, were | instigated by Harry Porett, Wauke- 4.4 
BEANS ANC. \ issued by Hamilton Productions Unlimited to announce the arrival = Ill., vice-president of the asso- tin 
; of John Matthew, son of Bob Hamilton, v.p. in charge of sales of | ©/@ton. me 
Dumore Company, Racine, Wis. The ticket stub admitted the bearer ‘ 
to the star’s dressing room. . . Account to Sneider ou: 
. - a — _ . — Helen Liebert, perfumes and hats, de: 
New York, has appointed A. M An 
CAROLINAS GROUP REVERTS TO HORSEPOWER Sneider & Co. as advertising agency. ha 
. | Initial advertisements will appear in pai 
April issues of Harper’s Bazaar, eff 
Mademoiselle and Vogue. Business sk 


there will come a day. 7 


YES, THERE WILL there 


will come a day! And when 


it does Mrs. Suzy Q. Jones, of Atlanta, Georgia, and points 


South, is going to do some 


noble and fancy feeding, 


brother! Best bet for keeping her brand-conscious in the 


South's No. | market is the South's No. | newspaper-NOW 


Dobbin supplied the power whichekept members of the Carolinas’ Advertising 
Executives Association within the pleasure-driving law at their recent convention 
at Spartanburg, S. C. This is the scene at the take-off for the banquet session. 


J. R. Pershall, adv. and prom. mgr. of Public Service Co. of Northern 
Illinois, now on leave for Army duty, has been named director of the 
recruiting campaign for the Waac in the Sixth Service Command... . 
William E. Walker, pres. of the Walker adv. agency, Madison, Wis., 


papers also will be used. 


WANTED- 


More Kilowatts F 7 
_ The Battle Of 


PRODUCTION— _— 


before joining the Army last May, has been promoted to the rank of 
major and named chief of the fiscal and budget div. of the adjutant 
general’s office, War Department. . . “The Torch,” publication of the 
Milwaukee adclub, has chosen Walter Geist, Allis-Chalmers pres., as 
its February man of the month... 


Edvard Johnson, pro. mgr. and art dir. of The Branham Company, 
| Chicago, who is already represented in the National Museum at Vexio, 
Sweden, by virtue of having received the Swedish-American Purchase 
Prize in 1941, has added new laurels, his painting “To the Red Star 
Inn” garnering the Brudno prize at the exhibition of Chicago Guild 
of Free Lance Artists. . . 

Al Lewin, pres. of A. W. Lewin Company, Newark agency, has been 
appointed chmn. of the advertising-publishing-graphic arts div., New- 
ark chapter of the Red Cross. . . 


Atlanta Journal circulation persistent as all get- 
out. Last statement, 175.085 daily: more than 


231.000 Sunday—but wait ‘til March 31st! 


Che Atlanta Zournal 


THE JOURNAL COVERS DIXIE LIKE THE DEW | 


ABC ® ABP how advertising im 


POWER PLANT 
ENGINEERING 


53 W. JACKSON BLVD., CHICAGO 
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: lcuts in paper later this year, Mr. 
Publishers Hold | Fuller said any future restrictions 
_might become a creeping paralysis 
| since there is only one place where 
| any further reductions can be made 
More evere aper |—in lessened service to the public. 
| “Does that forward the national 
welfare?” he asked. “The reluctance 
( ts Unnecessar of officials to give the facts as to 
l y the necessity of paper curtailment 
has aroused suspicion in and out of 
(Continued from Page 1) Congress. Is there ground for sus- 
been shown only one side of the pic-| picion? I prefer to think simply 
ture: the side of decreased produc-|that officials have erred in their 
tion. Estimates on paper consump-| appraising of the relative impor- 
tion in 1943 have not yet been| tance of the press to the war effort. 
revealed. .. And if a mistake has been made, 
“As you put the squeeze on civil-|it is the press’ responsibility to the 
ian economy, myriad uses of paper| American people to cite the facts, 
drop out. There is a staggering dif-/| and, if necessary, to be as truculent 
ference between paper produced and|as if the production of planes or 
paper used,” one publisher com-|tanks was being hamstrung by bu- 

mented. reaucratic stupidity.” 
Should Rank with Military 


The original WPB order put no 
more importance on paper for news- 
papers and periodicals than upon 
the production of fly paper, he con- 
tinued. 

The government owns three mil- 
lion bales of low-grade cotton for 
which there is no demand for 
textile purposes under present con- 
ditions, Mr. Fuller said, adding: “I 
wonder if this cotton might not be 
used in nitrating, including explo- 
sives, in place of the hundreds of 
thousands of tons of sulphite pulp 
now destined for that purpose. Cot- 
ton linters used to hold the top 
preference for this purpose. If it is 
feasible to use this cotton, it might 
release almost as much sulphite 
pulp as the newspapers and maga- 
zines use in a year. Has this possi- 
bility been thoroughly _investi- 
gated?” 


= ‘ * 1 ment was announced (AA, Feb. 15), 
Explains OPA Aid |Mr. Montgomery said that union 
|members would assist OPA and 


by Union Groups listed this service as one of the car- 
: dinal points of his program. 

Washington, D. C., Feb. 25.—| Asked by ADVERTISING AGE to 
Newspaper reports this week that| comment on point rationing, Mr. 
the United Automobile Workers had) Montgomery called it a “good thing” 
deputized its members to assist OPA} and added that had it been invoked 
as local price inspectors were char-| last fall “when some of us wanted 
terized by Donald Montgomery, con-| it,” the cut from normal consump- 
sumers’ counsel of the union, as| tion of canned foods would have 
“not strictly accurate.” been 30% instead of 50%. 

The most recent issue of 5} ——__——_ 
“United Automobile Worker” de- 
scribed the union’s summer pro- Elmore Named A. M. 
gram, and asked local consumer E. W. Elmore, formerly public 
committees to keep Washington| relations director for the Pepper- 
headquarters informed of develop-| dine Foundation, Los Angeles, has 
ments. “There is no direct connec-| been appointed advertising manager 
tion between this request and the| of Burns Cuboid Company, Santa 
newspaper stories,” Mr. Montgom-| Ana, Cal., maker of a foot bal- 
ery pointed out. When his appoint-| ancer. 


Paper for newspapers and maga- Oe 


ES caida 


zines should have top essentiality, 
along With the military, when it is 
necessary to reduce some forms of 
ysage, Walter D. Fuller, president 
of the Curtis Publishing Company, 
told the Georgia Press Institute Feb. 
19 at Athens, Ga. 

The paper industry believes it can 
produce something over 16,000,000 = — ee 
tons this year, Mr. Fuller said, add- 
ing that “I understand the Office of 
Civilian Supply doesn’t agree.” The 
OCS wants to reduce that estimate 
by about two and a half million 
tons, claiming that, for one thing, 


7 sone! 
the manpower in pulp and paper- 
making could be reduced to 65%, he 
continued. 


“Neither production nor usage 
figures are official,” Mr. Fuller said. | 
“Most are based upon rumor, but 
if they are even approximately cor- | 
rect they indicate the necessity for 


* ° * 2 * 
a reduction in some forms of usage. 
My point is clear and simple. It 
is that paper for newspapers and 


magazines should have top essen- | 
tiality, along with the military, in 
this connection.” 


“Why a Secret?” 


we 
There are many essential military 
uses for paper, the Curtis president 
conceded, but he asked: “What 


makes up the nine million tons of 
the rumored government require- 
ments? Is it all prime essential? | 
That seems to be a secret. Why does 
it need to be?” He assailed the 


“Washington snow-storm” of news HERE 
releases which are still classed as 
essential. 


is a greater reader demand for 


Parents’ Magazine now than ever be- 


There is no secret about the uses fore! There are several reasons for this, the 


to which America’s publications 
intend to put their supplies, Mr. 
Fuller pointed out, since they must 
fill the vital job of providing war- ever-wideni 
time information and_ building) 


most impor 


tant being the sharp rises in the 


birth rate during the past two years, and the 


ng recognition on the part of both 


morale mothers and fathers that in these difficult 
“While advertising and selling in | days they need specialized information and 


our publications have been creating 


uidance in 
desire and demand for products of 8 


bringing up healthy children and 


American inventiveness, they also to equip them for a successful, happy life. 


have been creating industrial ca- 
pacity, improved techniques, more 
efficient methods and the many | 
skills,” he said. “With advertising | 
and selling as the sparkplug of na- 


tional progress we have become not | 
only the arsenal of democracy but | 
he 


The War I 


the citadel of hope in the civilized 
world. In one year we have accom- | 
plished the ‘impossible.’ President | 


Roosevelt has termed it a ‘miracle.’ ” | 
New Cut Delayed 


?roduction Board’s order limiting 


Reducing the weight of the 
ming the page size slightly. 


Decreasing the frequency of 


paper consumption has, of course, made it 
necessary for The Parents’ Institute, Inc., to 
make substantial reductions. We have de- 
cided to sacrifice our less important publica- 
tions in favor of Parents’ Magazine as per- 
mitted by Government regulations, We feel 
our first obligation is to the two-thirds of a 
million families who regularly look to Par- 
ents’ Magazine for help and guidance in the 
best methods of rearing the children. We are 


making our required paper savings by: 


paper in Parents’ Magazine and trim- 


issue of some of our magazines in our 


oa. Fuller, who spoke to the ee Boys and Girls Group. Certain of the magazines in this Group will 
eor iz 7r¢ lv 24 “Ss > “e | . . . » > . 
government. officials Soliealy poet) be published 8 times a year instead of monthly, one of them will be 
Regge me a Ne +4 published only 6 times a year, and some of them only 4 times a year. 

5 ’ 4 “] , Sal : ‘ . . . . 
lin tations on the effectiveness of We have decided to turn over to Parents’ Magazine paper tonnage 
1e press “are difficult to reconcil , . ‘ ‘ , P 
With the job that needs to age seme that we would otherwise use in these juvenile magazines which have 

Why is the American press being attained a e ine a] “wreulati , ‘e ‘ ‘ hj ‘ ‘ 
curtailed?” he asked. ‘Do the peo- attained a combined paid circulation of more than a million and a 
ple have too much information to third per issue. 
Wage an intelligent all-out war? 
Can morale be too high? Can the 
needs of bringing proper under- 
standing about rationing, shortag i i 
manpower and other vital wartime If and when further Government paper conservation orders are issued, we 
Y ities @ couaees of additional intend to continue the procedure of sacrificing our dozen other maga- 

5 . < | . . . . . , . . . 
_ zines in order to maintain the services of Parents’ Magazine unimpaired. 
~keae week KKK | 
* * 
ome. ARENTS’ INSTITUTE, INC 
* payments or other tricks— ell | THE P R N . ° 
* * 52 VANDERBILT AVENUE, NEW YORK, N. Y. 
cll cash readers . . . 
> * 260 N. MICHIGAN AVE, PARK SQUARE BLDG, 1001 HEALEY BLDG, HOBART BLDG. 
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Store Linage Will 


Hold Up in 1943, 
Survey Indicates 


(Continued from Page 1) 

and it does not consider desirable 
any attempt to build a larger vol-| 
ume. This store will maintain a| 
flexible policy, however, and ex- 
pects to devote a major part of its 
reduced advertising appropriation to 
war messages. 


Budgets More Flexible 


Two other San Francisco stores 
plan to keep up their advertising | 
at a 1942 clip. One noted that “We 
believe that advertising has a very 
definite mission from an educational 
and informative standpoint. We 
are not now contemplating a change 
in our 1943 linage.” 

The replies of the department 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, inc. 


| 


431 8S. Dearborn St., Chicago Wab. 8655 


stores indicated that a greater de- 
gree of flexibility will be employed, | 
with some stores using a week-by- | 
week budget. In Buffalo, a bustling | 
boomtown, one store said: “We are) 
now serving a greatly expanded | 
market ... our advertising will be | 
planned to reach this market. . .| 
Consequently, we plan an increased | 
use of all primary advertising 
media, particularly newspapers.” 

Four New York stores illustrated 
the general disposition of depart- 
ment store advertisers. One thought 
increasing consumer demand and 
dwindling merchandise would re- 
duce its advertising “some”; an- 
other thought newsprint reductions 
might dictate some reductions; a 
third expected advertising linage to 
be comparable to 1942; and a fourth 
said predictions were impossible due 
to uncertainties surrounding inven- 
tory control, rationing and short- 
ages. 


Cite Conservation Theme 
Stores indicated that the space 
which can no longer wisely be used 


to promote goods will either func- 
tion as a conservation guide or be 


once 


rane 

powere ~ 
4 
“ 


American Thanksgiving.” MacFarland, 


EMPHASIZING A TAXPAYER'S PRIVILEGE 


o cb 


in me ovrten cane 
1s THE PRICE oF 


STEWART-WARNER 
CORPORATION 


Dollars instead of lives are a cheap way to pay for freedom, Stewart-Warner Corp. 
will remind America in this full-color advertisement to appear in the March 6 
Saturday Evening Post. Tax day March 15, the company says, should be “another 


Aveyard & Co. is the Stewart-Warner 


agency. 


devoted to war advertising. Said a 
large Pittsburgh store: “1943 pre- Four large Cleveland stores will 
sents a great challenge to the adver-| continue to advertise, and their 
tiser. The old appeal of hurry-up-/| budgets will be 5 to 8% less than 
and - get - yours - before - they’re -| in 1942; a Dallas department store 
all-gone cannot be countenanced. . .| which contracted for a million lines 
Rather, the job is to talk in a modu-| in 1942 and used 1,400,000, has con- 
lated voice about replaceable goods| tracted for 800,000 lines this year; 
and to give instructions on how to| Denver stores split, one decreasing 


take care of merchandise on hand.’’|its appropriation 10%, the other 


ADVERTISING TODAY SOLVES THE SELLING PROBLEMS OF TOMORROW 


THE HERALD 


penditure. 


its 98 per cent 


To win a market in which re- 
tail sales per family range as 
high as 131 per cent above the 
U. S. average would normally 
demand a large advertising ex- 


National Representatives - 


-JOURNAL 1S THE ECONOMICAL 
BARGAIN BUY IN CENTRAL NEW VORK! 


age, and seven out of every ten 
coverage in the retail trading 
zone... the Herald-Journal dom- 
inates this rich, fertile area... 
complete and absolute cover- 
age in ONE GREAT NEWS- 
PAPER AT ONE LOW COST! 


That's why space buyers from 
coast-to-coast rightly call the 
Herald-Journal the economical 
“bargain buy” with the greatest 
advertising results. 


Not when the Syracuse 
Herald-Journal carries the ad- 
vertising message to the rich 
Central New York market! With 


city cover- 


Shee 


SYRACUSE, N. Y 


SYRACUSE HERALD-AMERICAN (SUNDAY) 


PAUL BLOCK AND ASSOCIATES 


boosting its appropriation by the 
same amount; three Los Angeles 
stores expect some reduction, one 
estimating 10%, the others an in- 
definite amount based on sales and 
curtailments; and of three Minne- 
apolis stores, only one indicated a 
reduction—15%. 

“Every effort should be made to 
maintain sales at as high a level 
as possible,” a New Orleans store 
commented, “as long as the sales 
stimulation does not interfere with 
the war effort. The possible space 
reduction will be made necessary 
by a number of factors, chief among 
them being the shortage of certain 
merchandise and _ restrictions on 
newsprint.” 

The case for increased advertising 
was clearly stated by a southern 
drug chain: “It is our thought that 
large retail merchandising estab- 
lishments such as ours (we oper- 
ate 61 stores in five southeastern 
states with some 1,600 employes) 
find it necessary to do approxi- 
mately 50% more advertising in 
dollars and cents ratio to sales than 
was necessary under prewar con- 
ditions.” 


To Start New Series 


Old Ben Coal Corporation, pro- 
ducer of Green-Marked coal, Chi- 
cago, has signed Dr. Preston Brad- 


ley, minister and lecturer, for a 
series of 26 weekly 15-minute 
broadcasts to start April 5 over a 
| group of stations in the Midwest. 
J. R. Hamilton Advertising Agency, 


Billings of Canada 
Agencies Near 3) 
Million in 1941 


Ottawa, Ont., Feb. 25.—Canada’s 


49 advertising agencies placed $99. 


200,000 of business in 1941, accord. 
ing to the decennial Census of Mer. 
chandising for which figures Were 
released here last week. 

The only comparable study Made 


officially in Canada by census off. 


cials was in 1930, when total billings 
reported were $21,900,000. The jp. 
crease in business volume over the 
ll-year period was therefore aboy; 


33%. 


The 49 firms from whom infor. 
mation was collected in 1941 oper. 
ated a total of 87 establishments 
including head offices and branches 
Analysis of gross revenue figures 
for each individual office discloseg 
that 60% of revenue was secure 
through offices located in Ontario 
and another 34% through offices 
located in Quebec province. Only 
6% of gross revenue was secured 
through offices in other provinces 
No figures on the total amount of 
advertising placed by the agencies 
was secured on a regional basis. 
Gross revenue for all agencies jp 
1941 (including fees or commissions 
on billings and mechanical charges, 
on radio time, talent costs, etc.) 
amounted to $4,800,000 or 16.5% of 
total billings. 

A classification of business ac- 
cording to total amount of billings 
by each agency reveals nine com- 
panies each with billings of $1,000,- 
000 or over. These nine agencies 
placed total business of $18,400,000 
or 63% of the total for all compa- 
nies. 

There were seven companies with 
total billings between $500,000 and 
$1,000,000. They placed $4,900,000 
of business or 16.8% of the total. 
Some 19 firms had billings of be- 
tween $100,000 and $500,000 for a 
total of $5,400,000 or 18.4%. The 
remaining 14 firms with billings of 
less than $100,000 placed $585,000 
or 2% of the total for all companies, 


Cendemn Sale of Nylon 
Hosiery with Bonds 


The Treasury Department and 
OPA joined last week in condemn- 
ing the sale of merchandise such as 
nylon hosiery on the condition that 
buyers also purchase war bonds 
Price regulations are violated by 
such combination purchases, the 
OPA pointed out. 

In addition, the agency said, sales 
of scarce goods might eventually be 
limited to only those fortunate 


a 


‘enough to be able to buy bonds 


Chicago, handles the account. 
————_——- |}along with smaller purchases. 


Restricts Bleed Pages | ae , 
The New Yorker has nanan Appoints William Akin 


that it will not accept any new | Glass Packer, published by Ogden 
orders for bleed advertisements in| Publishing Company, New York, 
black and white, two-color run of} has appointed William S. Akin, Chi- 
paper, or four-color, after its March | cago, as its midwestern representa- 
13 issue. | tive. 


orty-one per cent higher 
| editorial readership than 


last year... now, 


True Story’ | 


goes back 


to 15° 


*For 23 Years the Wage Earners’ | 
Favorite Magazine 


Mar 
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Private Lines 


Kraft Cheese Company is selling 
Frizz, an ice cream mix, in a limited 
number of retail outlets in Chicago. 
The new product, said to overcome 
all of the previous faults of home 
ice cream mixes, won’t be pushed 
or marketed any more extensively 
for the duration, for obvious rea- 
sons, but a bright postwar future is 
anticipated. Incidentally, Kraft is 


/men to interpret postwar objectives 
| SO that the American people will 
| have a universal conception of the 
| program to insure opportunity for 
| everybody to have employment, a 
| decent standard of living, and secur- 
| ity for old age. We can build unity 
of objectives if we in advertising 
use our skill and ability to project 
the right picture to all of our people, 
including labor, farmers, business 
men and the boys who are going to 
return from fighting a victorious 
battle on our behalf.” 

Mr. Brown took issue with the 
doomsday writers who he said are 


Brown Asks More 
Admen's Aid in 
back cover, is considering publica- Postwar Plans 


tion of Raymond Rubicam’s “Johnny | 
Russell” advertisement in an early 
issue. 


San Francisco, Feb. 24.—A plea 
lthat advertising executives engage 
oe | more actively in postwar planning 

The Great Atlantic & Pacific Tea| was offered today by Charles B. 
Company has estimated at $750,000) Brown, director of advertising, pro- 
the annual payroll of employes it| motion and research of the National 
must add to A & P food stores to| Broadcasting Company, who ad- 
handle the pasting up and account-| dressed an enthusiastic audience at 


% bd 


* 


Coming 
Conventions 


April 13-16. American Manage- 
ment Association, wartime packag- 
ing conference and exposition, Hotel 
Astor, New York. 

April 20-22. American Newspaper 
Publishers Association, annual con- 
vention, Waldorf Astoria Hotel, 


a part of the huge National Dairy 
Products setup, which includes sev- 
| ice cream manufacturers, with 


ing of point rationing stamps. 'a luncheon meeting of the San 
+, So Francisco Advertising Club, of 


manufacturers and| which he was formerly a member. 


eral ‘ Dairymen, 

whose commercial products the} consumers are being urged to write| In urging that men in advertising 
home mix will compete to some| their Congressmen in favor of H. R.| concern themselves with the prob- 
extent. i. & 149, which would legalize the name| lems of the postwar world, Mr. 


“dry milk solids” in place of dry| Brown said that their special talents 
skim milk, a tag now required by| are needed to interpret the aspira- 
food and drug regulations. Rep.| tions of various groups, and to help 
Wright Patman, author of the meas-| to establish a common conception 
ure, insists that one reason why the| of the America which all citizens 
industry hasn’t been able to develop | can help to build. 


A good indication of the breadth | 
of new lines now in the laboratories 
is the problem of the manufacturer 
noted principally for a single cereal 
product, who finds it virtually im- 


predicting an economic collapse New York. 


after the war, and painted a stirring 
picture of the tremendous scientific 
developments created by the war 
which will provide the basis for new 
industries of great possibilities. The 
only chance for failure, he con- 
cluded, is not to have a united view- 
point on the common benefits to be 
won through the postwar program. 


Cook Names Barry 


Marion Barry, formerly with 
Crowell - Collier Publishing Com- 
pany, has been appointed assistant 
advertising manager of The Self- 
Service Grocer and the Voluntary 
and Cooperative Groups Magazine, 
published by Cook Publications, 
New York. 


possible to discuss potential prod- 
ucts with other manufacturers be- 
cause sooner or later he may be 


rapidly is the name it must use—| “The National Committee for Eco- 
a tag which he says isn’t true,|nomic Development is the leading 
i can’t be used in advertising, and| greup which is studying postwar 
competing with them. Among all) repels the customer. plans at present,” he said, “but 
the manufacturers now selling} A similar bill died in committee} while it includes many top business 
through grocery stores, only soap/ during the last Congress. Estimates | executives, and a few sales manag- 
makers are at present safe from this| are that 90% of dry skim milk have} ers, I do not believe that a single 
potential competition. been going to Britain, Russia and| advertising man is a member of the 
rims the armed forces. The government, | committee. 
At least five McGraw-Hill busi-| Says Mr. Patman, can’t get enough| “It will take the special equip- 


Selvage Resigns 

James P. Selvage has resigned 
from Selvage & Lee, public relations 
organization, to take the post of as- 
sistant to the chairman of the Re- 
publican National Committee, in 
charge of publicity. The public re- 
lations company’s name has been 
changed to Lee & Co., in which M. 
Lee Jr. and M. R. Merryfield are 


EMPLOYEE 
IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
' $T. LOUIS BUTTON COMPANY 


Manufacturers 


ness papers, American Machinist, | Of it. ment of advertising men and wo-! partners. 415 LUCAS AVE. ST. LOUIS, MO. 
ae P ° * ak * 
Aviation, Business Week, Factory, | ; ’ 
and Product Engineering, have piled | The Navy is being badgered to- st enteeeasammaiaa 
up a “backlog” of advertising orders ward further restrictions of parcel a atithite es: nap denginnniy somite Mell ager ay fae ita D icant setae, 
post to men on sea duty. The Navy PR EES OATS EL ONL EN NE a Lae Dy ORNS fhe STEN SS 


which may not be filled during the 
first or second quarters of 1943. The 
entire McGraw-Hill chain was 
faced with approximately 5,000 un- 


has shied away from the Army’s 
rule that a commanding officer must 
| okay a soldier’s request for an item 
filled subscription orders early this| before it can be sent from home, 
year. This number has been worked | because ships are often away from 


8 


down to about 3,500 by dropping all| mail for some time, and the delay 


subscribers who do not renew in 30 between the granting of permission 
days after expiration date. Busi-| and the receipt of the article might 
ness Week has continued to receive | be unreasonably long. “Some mer- 
inquiries and orders for advertising chandisers have taken advantage of 


despite the limited amount of space | this situation to encourage the send- wees BM 


THE CHICAGO DAILY NEWS 


An Independens Newspaper 
DAILY = PLAZA, CHICAGO, ILLINOIS 


Tel. Dearborn 1111 


| 


THE WONDERLAND OF PLASTICS. 


The average American reads at least 
one trade journal devoted to his or her 
special interests. Beyond a doubt we miss 


adiso Street 


available, pending a careful review | ing of an excessive number of pack- 
of the volume of renewal contracts.| ages to overseas Navy personnel,” 
These are now coming in “so con-| a recent statement declared. 

sistently,” the publication has ad- 
vised its advertisers, “that we are 
beginning to doubt space will be 
available for those ‘waiting list’ 


whe Asso*‘rated Press is ex 
for republication of all ne 
or not otherwise credited 


‘National Baseball Week’ | 
Winners to Get Bonds | : 


Anonymo ~- communicat 


MEMBER OF THE ASSOCIATED PRESS 


local news published herein 
of special dispatches herein also are reserved, 


Rejected communications will not be returned. 


a lot by not seeing the trade journals de- Baas 
voted to the other fellow’s interests. One Boise! oe 

would hardly expect women to be interested 
in such a publication as “Modern Plastics,” 


devoted to technical phases of the plastics t/ 


clusively entitled to the 
ws dispatches credited t®it 
in this paper and also the 

All rights of publication 


ions will not be noticed. 


accounts during the first six months TURMS OF § 


of 1943.” War bonds will be awarded by 


the Sporting Goods Dealer for the 
best window display and best news- | 
paper advertising in connection | 
with National Baseball Week, April 
3-10. 


By mai! 
in Iliinois, Ind. 


Mich , 


Jim Weber, Armour advertising 
manager, and Leo Burnett, whose 
agency handles the Meat Institute 


* 
:da and countries o 
P stal Union .. 
Elsewhere > 
*RKates fur lesser periods w 


(outside Chicago)* 

Iowa and Wis. 

* mainder of U.S. and possessions. Can- 
f the Americo-Spanish 


‘ubscriptions must be accomnanied by cash Payment 


industry. But on the inside cover of the 
December issue is an advertisement con- 
taining a layout of an all-plastic kitchen 
of the future, that no woman and few men |= 
would pass by. There is an article about |** 
the Army's new plastic buttons; one about |=" 
the new fabric made from waste threads— |+:. -<* 
by-products of the manufacture of nylon |= 7: > 


UBSCRIPTION 


4 Mo. 


1 Yr. 
$6.00 $2.00 


7.50 
15.00 
ill be sent upon requert. 


hose, an article about the new plastic and 
plywood furniture, one about new plastic 


gadgets in the nursery, one about plastic 
closures for sealing home-canned fruits 


advertisi j shing- : ; ; 
en ge Re ap Ag 2 The contest is open to retailers of| ; a Cost of remitting money must be paid by the subscriber. 
wa : ” sporting goods. Rules require them| °:%3¢" which carrier-delivery service is not maintained 
away on the projected government os ti th coake im thet ee 
campaign to ease the shock of insti- only ; - — _— ae W = - eir | cAS Entered as second-class matter June 24, 1885, at the 
tuting meat rationing. Weber will displays or advertising copy. Ho office at Chicago, Ill, under act of March 3, 1879. 
act as Advertising Council coordi- arenes et = oe 
nator on the project, but the func- WHK-WCLE Start Drive reey MONDAY, JANUARY 18, 1943, 
tion of advertising in the plans) my, — 
won’t be decided until the date of WHK - WCLE, Cleveland, have PSE DECEMBER CIRCULATION, 
meat rationing is determined—and | contracted with the Cleveland Rail-| 44" Chins se diate, Gente ab te on 
nobody knows that date yet. way Company for car and bus cards Ress ARTHUR E MALL. Cireuiation Director of 
¢$ ¢ to be used in connection with dis- Sat CHICAJO DAILY NEWS. does solemniy proved of THE 

The 3,000-5,000 panel of families tribution of a new ae Tiny ae sid during the month of December, AD. 1942, was aa 

which the Bureau of the Census set Tabloid,” fan publication which is| =f 


and vegetables. i 
To the average person—man or woman |f:: 
—the pages of such a technical publication P= 
will be a revelation. Those who recall, in 2 ee 
a vague sort of way, having heard some- ; 


offered the public via 
boxes. The tabloid 
twice monthly. 


up to help the Office of Price 
Administration check appetites in 
preparation for point rationing 


“take one’ 
is distributed 


Copies 


fanies thing about plastics revolutionizing the 


world would begin to get a glimmer of what 
it is all about. They would learn how plas- 


ee 


Seo: 


Pre 


probably won’t be eontinued. OPA 
officials feel that the panel was 
helpful in establishing buying 
trends, but normal buying is now a 
wartime casualty, and supply— | 
rather than appetite—is the ruling | 
factor in the purchases a family | 
will make. 


* * * 


A. C. Nielsen Company has com-| 
pleted blueprints for extending its | 
food, drug and liquor indexes to)| 
Canada soon after the war. Machin- | 
ery is set up, awaiting tabulation of | 
the Dominion’s recent census of | 
distribution, or the making of a new | 
ensus after the war. The Chicago 
rganization is also studying the 
ssibility of extending its service 
the Union of South Africa, Aus- 
ilia, Brazil and Argentina. 

* * a 
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Reader’s Digest, whieh last week | 
ed Foote, Cone & Belding’s con- 
tribution to the New York Times’ 
ries of war advertisements as al 
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MARIA KRAMER 
HOTEL 


and not a care... 


| HOTEL LINCOLN 


| 44th to 45th Street at 8th Ave. 


| Spacious Rooms with 
|! 400 Private Balk & Radio wed 


John L. Horgan, Gen. Mer. Cl 6-4500 
Special Rates fo Men in the Armed Forces 
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sui Lasy| tics are being used to fashion floating elec- 


tric torches that will make the position of | 
**| shipwrecked sailors visible by night as well 
as by day; how transparent shatterproof 
plastics are fashioned into the gun turrets 
and observers’ domes of our fighting planes; 
how plastic eye shields with plastic lenses 
protect the faces and eyes of industrial 
workers, and provide them with stereo- 
scopic vision for precision work; how the 
Army bugler now sounds reveille on a plas- 
tic bugle instead of one of brass; how a tiny 
plastic disk detects the formation of ice on 
airplane wings and turns on the switch that 
starts the deicing mechanism; how the blow- 
ing process for plastics has been perfected 
to turn out such baubles as Christmas tree 
ornaments and such prosaic but essential 
items as toilet floats. 

Already we live in a world about which 
we know very little. Six months from now 
we will be surrounded by new and strange 
gadgets and materials about which we know . 
less. As for the world of the future, we )iMflations afte 
will be utterly lost and befuddled unless | Own. that infl 
we begin to catch up on our phenolics, e have 
resins, ureas, methyl methacrylates, ace and that 
tates, nitrates, polyvinyls, and such. Hings . and 
= fficiently. Bi 


WHAT’S IN A NAME? | tion program, 


Hardly had the Japs heard from our erste sind “ 
Navy that the name of the carrier sunk in _ 

the Solomon Islands fighting was the Hornet | 
than the Tokyo radio announeed that it was 
the boat from which Jimmy Doolittle’s 
planes took off to sting Tokyo. 


Zo 


adern plastics 


“THE MEETING PLACE OF PLASTIC MINDS” 


Mé 
Some of ti 
| that Mayor Kel 


UD 1a, . . PR PCRLIEN Lil war. 
Of two evils, inflation on the one hand, 
and ceilings, shortages, dislocations. ratian- 
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ADVERTISING AGE 


1943 


Postwar Homes, 
Motor Vehicles 
fo Be Featured 


Timken Starts New 
Series on Products 
of the Future 


Detroit, Feb. 25.—A double-bar- 
reled national advertising campaign, 
designed to stimulate’ postwar 
thinking and planning on housing 
and transport problems, 
launched by the Timken-Detroit 
Axle Company. It is scheduled 
to continue on a monthly basis 
throughout the remainder of 1943. 

The two separate drives are con- 
centrated in magazines with large 
executive readership, one being 
supported by extensive newspaper 
advertising and the other with a 
series in business papers. Copy and 
illustration are designed to give 
readers an exciting preview of the 
homes and commercial vehicles of 
the future. Minor emphasis is 
placed upon Timken’s role in war 
and peacetime manufacture. 

First advertisement of the “home” 
series, sponsored by the Silent Auto- 
matic division of Timken, will 


1 E. DAVIES SUGGESTS 
HITLER MAY BE DEAD 


Ex-Envoy to Russia Links Idea 
to Nazi Mourning Orders 


Mr. 


Davies 5 - 
theQuarch of Time 
DMMe added tat, tenarcaiess 
Mad. Herr Hitler was alive 


ned at. nt nawtw uUnae atill 


The March of Time 
is making news today 


During the past few months, for ex- 
ample, listeners-in have heard Ruml 
on pay-as-you-go, McNutt on work- 
where-you're-needed, Wickard on 
there’ll-be-less-to-eat, William Jeffers 
on rubber, Prentice Brown on the farm 
bloc. Grenville Clark’s report on his 
new civilian draft proposal was an 
M.O.T. exclusive. Former Ambassador 
Joseph E. Davies broke the papers 
from coast to coast with another March 
of Time exclusive, “Is Hitler dead?” 


If you missed these bits of news-in- 
the-making, there are more coming. For 
the M.O.T. reflects the skill of Time 
in sifting from all the news the impor- 
tant people and events which are the 
living roots of unfolding history. 
These are some of the reasons why 
M.O.T. won the Advertising & Selling 
Award for “outstanding skill in pro- 
gram production.” 


The March of Time 


Sponsored by the editors of 


TIME 


beamed to 23,000,000 radios 
of 


THE NBC NETWORK 
THURS. 10:30 P. M., EWT 


Rebroadcast by short wave each week to 
Evrope, Asia, Australia, and Latin America. 


| POSTWAR AIM 


has been | 


A TOME FOR EVERY FAMILY 


és the aim of post-war planning 


ry 


pREE | sees a= 


a ei re 
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TIMER 
Silent - late matic ims 


eee ee ae oe S10 coves 


Both postwar opportunities in housing 

and present wartime services of dealers 

are themes for a new Timken series jin 

magazines and newspapers. This is the 
opener. 


appear in the March 6 issue of The 
Saturday Evening Post. This cam- 
paign also will be carried in news- 
papers of key cities, with emphasis 
on the wartime service rendered by 
Timken dealers. 

Headlined “A Home for every 
family is the aim of postwar plan- 
ning,” the advertisement features a 
large illustration of an attractive 
“circular” house designed by D. 
Allen Wright, American architect. 
Copy pictures some of the wonders 
to be expected in postwar housing, 
highlights the efficiency and econ- 
omy of Timken oil heating during 
the war, promises new Timker. 
peacetime products, and offers a 
free booklet giving a floor plan and 
description of the home illustrated. 
Other new home designs will be 
featured in other full-page adver- 
tisements to follow. 


Super-Transport Featured 


A full-page, four-color series con- 
stitutes the second section of Tim- 
ken’s postwar promotion, which is 
signed by the company’s axle divi- 
sion. It will appear in Business 
Week, Nation’s Business, Newsweek 
and United States News, 


, 


breaking 


The advertisements feature trucks, 
trailers and buses of tomorrow as 
conceived by Lurelle Guild, New 
York industrial designer. Theme 
of the series is that production plus 
transportation will add up to post- 
war plenty in America. According 
to the copy, production is assured 
and transportation facilities will be 
ready to handle the load, with the 
improvements in highways, fuel and 
vehicles now on the horizon. 

Backing this campaign, another 
series in two colors is now appear- 
ing in a broad list of business 
papers. It announces Timken’s 1943 
A. M. (Axle Maintenance) program, 
|}and features hand-drawn portraits 
of transportation executives who 
have improved their vehicle main- 
tenance through teamwork between 


pany’s agency, 


Brooke, 
| French & Dorrance. 


Smith, 


Duffy, Cornelius Get 
| BBDO Executive Posts 


J. C. Cornelius 


Ben Duffy 


Ben Duffy, vice-president of mar- 
keting and plans of Batten, Barton, 
Durstine & Osborn, New York, has 


been elected executive vice-presi- 
dent of the agency's eastern divi- 
sion. John C. Cornelius, vice-presi- 
dent of BBDO western offices, has 
been elected executive vice-presi- 


dent of the western division. 


William H. Johns has been re- 
elected chairman, Bruce’ Barton 
reelected president, and Alex F. 
Osborn, executive vice-president, 
elected to the new post of vice- 


president and general manager. 


in the latter publication tomorrow. | 


drivers, mechanics and manage- 
ment. 
All advertising in the Timken| 


| program was prepared by the com-| 


Louisville Papers 
Urge Space Cut on 
Local Advertisers 


Louisville, Feb. 25.—A rate in- 
| crease on local advertising, accom- 
| panied by a request that local ad- 
vertisers reduce their volume of 
space “by as much as 10% and pref- 
erably up to 15%,” has been an- 
nounced by the Louisville Courier- 
Journal and Times. The new rate 
goes into effect March 1. 

In a lengthy letter to advertisers, 
Mark Ethridge, publisher and gen- 
eral manager, reviewed the entire 
publishing situation and _ particu- 
larly the paper situation, and wound 
up by saying: 

“We realize that suggesting an 
advertising linage reduction is al- 
most unprecedented in the news- 
paper business, but these are un- 
precedented times. . . In all frank- 
ness, we should say further that if 
we are not able to accomplish the 
reduction in volume and safeguard 
the quality of the paper, we may 
have to take the further step of 
rationing space.” 

Mr. Ethridge revealed that the 
promotion department in the adver- 
tising department has been discon- 
tinued, and that no more special 
issues, except for one or two already 
lined up, will be promoted. He 
also reported discontinuance of cir- 
culation promotion (“but circula- 
tion keeps going up!”’), and a 50% 
cut in financial news. Other paper- 
saving devices put into action in- 
clude reducing the picture content 
of the paper; shrinking comics; 
4%-inch reduction in over-all page 
| size; and institution of a “rigid cen- 
|sorship of medical advertising, 
| which we expect to be reduced in 
volume by 40 to 50%.” 


Labor-Management 
Groups Sign New 
Thompson Series 


Cleveland, Feb. 25.—Labor-man- 
agement committees are helping 
| strike a new note in institutional 
| advertising of Thompson Products, 
|Inc., manufacturer of automotive 
;and aircraft parts, which recently 
launched a series of full-page mes- 
sages in national magazines and 
|business papers covering the avia- 
|tion and automobile fields. 

The institutional copy is run over 
| the signature of the War Production 
| Drive, Labor-Management Commit- 
| tees of Thompson Products, Inc., and 
|Thompson Aircraft Products Com- 
| pany. Thompson believes this marks 
the first time that the signature of 
|joint labor-employer groups have 
| been employed in a national cam- 
| paign. 
| The series will explain the appli- 
cation of Thompson parts in war 
and will stress the importance of the 
individual plant worker in produc- 
ing the precision parts which go into 
planes, tanks, patrol boats, 
does, Army trucks and other war 
equipment. Four-color paintings by 
prominent artists will illustrate the 
series. Enlargements of the adver- 


building posters in all personnel de- 
partments of the organization, which 
operates plants in Ohio, Michigan, 
California and Ontario, and re- 
prints and posters are being given 
widespread distribution through 
Thompson jobbers in this country 
and Canada. 

Details of the series were worked 
out by Fred Witt, advertising man- 
ager of the company, and E. R. 
Preble, account executive with Gris- 
wold-Eshleman Company, which has 
the account. 


Newspaper Exhibit 

N. W. Ayer & Son, Philadelphia, 
has announced competition for its 
13th annual exhibition of newspaper 
typography, which is open to all 
English - language dailies in the 
United States. The F. Wayland 
Ayer cup is awarded yearly to the 
paper judged best for typography, 
presswork and makeup. 

The date of publication required 
for all entries will be chosen by 
lot from among the week-day dates 
in the week of March 1. 


‘ ’ 

To Test ‘No-Ca 
Montreal newspapers and radio 
will be used for a trial campaign 


introducing No-Ca, coffee substitute 
to Canadian consumers. S. H. Ewing 
Ltd. is the distributor. Russell T. 
Kelley, Montreal, directs the ac- 
count. 


torpe- | 


tisements are being used as morale- | 


March 1, 


ee | 


tives Available,” 
with order. 
$2.75; 


30 cents a line, 


1 to 3 in., $4.75 per inch. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” ‘Representatives Wanted,” and ‘‘Representa- 


All other classifications (single insertion rates): % in., 


SL , 


minimum charge $1. Terms cash 


HELP WANTED 

EDITOR-IN-CHIEF are 
For long established merchandising 
trade paper. Experienced high-grade 
woman wanted—one trained in mer- 
chandising contacts, retail and manu- 
facturing problems, ete. Unusual op- 
portunity for qualified person. Write 
in confidence giving complete experi- 
ence, age, salary, etc. 

Box 3982, ADVERTISING AGE, N. Y. 
COPYWRITER WANTED 
Large national organization has an 
opening offering unusual opportunity 
to a young man or woman who can 
write sparkling convincing institu- 
tional sales copy. Please give full 
details including experience, age, sal- 
ary and draft status. Your letter will 

be held in strict confidence. 

Box 3985, ADVERTISING AGE, N. Y. 
SAN ANTONIO—PUBLISHER’S AS- 
sistant, man or woman. Secretary 
also wanted. Kither must now be 
holding responsible position with 
small agency or publication. Wide- 
open opportunity with expanding 5 
year old ag trade journal. 
est in business is optional. Assistant 
must have ability to take over entire 
management of a new journal after 2 
months with us. State type of work 
most proficient in, salary record, ref- 
erences, age, draft status, why quali- 
fied for position and why interested 
in Texas. Include sizeable snapshot 
of self, or send shortly. 

Box 3981, ADVERTISING AGE, Chgo. 
Wanted—INDUSTRIAL 
PUBLICATION SALESMAN 
Large and well-known publishing 
house (having two industrial business 
publications — monthly), with  sub- 
stantial performance records behind 
it and which is strategically en- 
trenched directly in the path of post- 
war developments, seeks a_ serious- 
minded, constructive, and aggressive 

advertising space salesman. 

This man must have a proven, un- 
impeachable record in industrial ad- 
vertising generally. l’referably he 


should be one who has previously sold | 


space and has contacted advertisers 
and agencies in the area which in- 
cludes greater Cleveland and adjacent 
territory. 

The man, who must measure up to 
the opportunity offered by this job, 
will be chosen immediately from 
among those who will write giving 
age, education, experience and income 
range. 

Those in our organization know of 
this announcement. All letters re- 
ceived will be considered confidential. 
Box 3984, ADVERTISING AGE, Chgo. 


An inter-} 


ov 


«HELP WANTED — 


Art and Production man (or won, 
good on layouts, capable of ma 
up copy for typesetting, making pas: 
ups for offset reproduction and ¢ 
vising high grade offset color 
in shop specializing in mercha, 
reproduction and direct mail ma 
with national field. 
tunity for versatile 
ability. Chicago 
Write for details 
yourself. 
Box 3986, ADVERTISING AGE, « 
COMMERCIAL ARTIST—Female 
secure FREE desk space plus a 
ular monthly retainer in exchang; 
part-time service on a small month} 
New York trade paper. Must under 
stand typography and all phases of 
yroduction. 
30x 3988, ADVERTISING AGE, N. y 
POSITIONS WANTED 
Art-Layout-Production., 23 years ex. 
perience in advertising, printing, pub- 
lishing, all details, Young woman, 40, 
desires position with old established 
firm. Quick, resourceful, Christian, 
$60 weekly. 
Box 3989, ADVERTISING AGE, Ch 
Advertising Representative — Tr ; 
paper or newspaper, capable of ex- 
pressing ideas. Fine background jin 
all departments of advertising. Draft 
exempt. Chicago headquarters desired 
Box 3987, ADVERTISING AGE, C 


Active, middle-aged man, unmarried, 
experienced in practically every phase 
of advertising work, as copywriter, 
advertising manager, advertising 
salesman. Now employed. Address 
P. O. Box 302, Hampton, Va. 

SEASONED AGENCY COPYWRITER 
seeks position with opportunity to put 
SELLING hooks and profitable per- 
suasion to work for clients. 10 years 
agency experience resultful advertis- 


an), 
ng 
er. 
rk 
ise 
tal 
Excellent oppor- 
person of eal 
downtown location 
and tell us abou; 


Chego, 


ing on foods, packaged goods, indus- 
trial, institutional, hotels and resorts, 
real estate, banks, Strong background 
successful mail order sales. Knows 


the money-making difference between 
boastful claims and copy that 
advantages of product or proposition 
in terms of reader's self-interest, 
Headlines frequently quoted in TIDbh’s 
“Stoppers” column. Facile worker 
Writes publicity slanted for editor- 
reader interest. Married, 3 dependents, 
3-A status. Sober, steady, congenial) 
Sample books and factual details will 
prove statements made herein. Some 
agency needs this versatile produce: 
It may be yours. Write! 

Box 3980, ADVERTISING AGE, N. Y 


sells 


Asks Restriction 
on Liquor Displays 

A bill has been introduced in the 
South Carolina legislature seeking 
to prohibit window displays of alco- 
holic liquor. 

The measure would amend an 
existing statute banning outdoor 
advertising along public streets and 
highways, and preventing dealers 
from displaying liquor bottles or 
packages in their show windows. 


BBDO Appointed 


The Minneapolis Star-Journal and 
Tribune have appointed Batten, 
Barton, Durstine & Osborn to place 
a business paper campaign as well 
as local promotion and space ad- 
vertising. 


General Mills Releases 


Homemakers’ Manual 


General Mills, Minneapolis, has 
issued the second edition of its 
manual for homemakers, entitled, 
“War Work, the Second Year.” 

Two million copies of the first 
manual were distributed following 
publication soon after America en- 
tered the war. The new, 20-page 
issue has been brought up to date 
with full information on rationing 


Bayuk to Use Dailies 


Bayuk Cigars, Inc., Philadelphia, 
has scheduled a campaign of large- 
space advertisements in daily news- 
papers promoting its extra size 
| Deluxe Phillies cigars. Ivey & 
| Ellington handles the account. 


record “pass 


True 


goes 


Favorite Magazine 


to T.p° 


*For 23 Years the Wage Earners’ 


aper shortages bring in- 
creased value to True Story’s | 


-along”. Now, | 


Story * 


back | 
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Cal Roy Dickineca, 


Ex-’Printers Ink’ 


Head, Diesat55 | 


Washington, D. C., Feb. 23.—Col. | 
Clinton Roy Dickinson of the Selec- 
tive Service System, known to 
advertising men 
for 25 years as 
associate editor | 
and later presi- 
dent of Printers’ 


Ink, die d in 
Emergency Hos- 
pital here this 


morning. He was 


55 

Colonel Dickin- 
son was stricken 
with a cere- 
bral hemorrhage 
Monday night 
during a confer- 
ence with Maj. Gen. Lewis B. Her | 
shey, director of Selective Service, 
whom he had served as executive | 
assistant and director of operations | 
since January, 1942. 

Mrs. Dickinson, the former Mar- 
jorie S. Bostick, was at his bed- 
side. 

Col. Dickinson served as an in- 
telligence officer with the Army 
general staff during the first world | 
war. 

Was With ‘Cosmopolitan’ 

Born in 1888 in Newark, N. J.,| 
he was graduated from Princeton 
University in 1909, joining the staff 
of Cosmopolitan for five years, mov- 
ing thence to Puck—the Comic| 
Weekly. He worked briefly with) 
Frank Presbrey Company as a copy-| 
writer before entering the military | 
service in 1917. 

Joining Printers’ Ink as associate | 
editor in 1919, Roy Dickinson wrote 
many of the crusading articles that | 
highlighted that paper during the 
20's, both over his own byline and | 
the nom de plume, “Amos Brad-| 
bury.” 

He contributed numerous short | 
stories to Harpers, Ladies’ Home 
Journal, Scribner’s and other maga- 
zines, several rating inclusion in 
O'’Brien’s “Best Short Stories.” 

He succeeded the late John Irving 
Romer as president of the publish- 
ing company from 1933 to 1941,| 


C. R. Dickinson 


when he served briefly as Wash- 
ington correspondent before joining | 
General Hershey in the Selective 
Service System. He continued to 
contribute Washington material to 
Printers’ Ink in his spare time. 

His two sons are Philemon R.}| 
Dickinson of Pan American Airways 
and C. R. Dickinson Jr., about to | 
be inducted into the Army. His 
daughter, Mrs. James L. MacWithay, | 
lives in East Orange, N. J., where} 
Colonel Dickinson lived for many | 
years. 


THOMAS W. DAVIS 


Chicago, Feb. 24.—Funeral serv- 
ices were held today for Thomas W. 
Davis, for many years space buyer 
for Matteson-Fogarty-Jordan Com- 
pany. Mr. Davis, who was 53 years 
old, was stricken with a heart at- 
tack Sunday night while bowling 
with his wife and brother-in-law. 

Before entering the agency field, 
Mr. Davis was on the other side of 
the business fence as a publication 
representative. His first experience 
was with the S. C. Beckwith Special 
Agency. Later he joined True Story 

nd was regarded as the star sales- 
man for that magazine. 

He joined the Matteson-Fogarty- 
Jordan Company in 1927 when that | 

rganization was creating a sensa- 


tional success for Blue Ribbon malt. 
Before the repeal of prohibition, Mr. 
Davis bought millions of dollars of 
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Labor Board Sets 


space, primarily in newspapers, for | Up Advisory Panel 


Blue Ribbon. 
Mr. Davis resigned in July, 1942, | 


to enter another field. He is sur-| National 


vived by his widow and two chil-| 
dren. 


EDWARD T. CLISSOLD 


Lakeland, Fla., Feb. 23.—Funeral 
services were held today for Ed- 
ward T. Clissold, president of 
Bakers’ Helper Company, who died 
here Saturday. 

Born in Chicago in 1873, Mr. Clis- 
sold was the eldest son of the late 


Washington, D. C., Feb. 25.—The 
War Labor Board this 
week named a six-man advisory 
panel for the daily mewspaper 
printing and publishing industry, 
the first of its kind. The panel will 
serve for a 90-day experimental 
period and will make recommenda- 
tions on wage and salary adjust- 
ments and on labor disputes. 
Robert K. Burns, chairman of the 
sixth regional War Labor Board, 
and ex-professor at the University 
of Chicago, will serve as chairman. 


Henry R. Clissold, founder of 
Bakers’ Helper and editor until his 
retirement in 1919, when the son 
carried on. Both men were widely 
known for their contributions to the 
advancement of the baking indus- 
try and support of bakers’ associa- 
tion work. 

Mr. Clissold is survived by his 
widow and three children, among 
whom is Paul E. Clissold, vice- 
president of Bakers’ Helper Com- 
pany. 


JOHN SCHROPP 


Lebanon, Pa., Feb. 23.—John K. 
R. Schropp, publisher and president 
of the Lebanon News, died Feb. 17 


F. S. Deibler, professor of econom- 
ics and history at Northwestern 
University, will be vice-chairman. 
They will represent the public on 
the panel. 


Executives Named 


Industry members are John C. 
McCarrens, general manager of the 
Cleveland Plain Dealer, and James 
E. Chappel, president of the Bir- 
mingham News and Age-Herald. 
Alternates are George N. Dale, Ed- 
ward F. Burpee, and Claude V. 
Capers, all of the American Newspa- 
per Publishers’ Association’s Chi- 
cago branch; S. R. Winch, business 
manager of the Oregon Journal, 


after a long illness. 

Mr. Schropp, who was 62 years 
old, had been head of the News since | 
1926. 


JAMES HENDERSON | 


Montreal, Feb. 23.—James_ R.| 
Henderson, advertising representa- | 
tive of the Southam Press, died | 
suddenly in Montreal. Mr. Hender- 
son was formerly business manager 
of the Montreal Gazette, later being | 
associated with the Toronto Mail 
and Empire, until that paper was 
absorbed by the Globe and Mail. 
Prior to joining Southam Press 
early this year, he was advertising 
representative of Simplicity Pat- 
terns. 


War to Claim 


25% Food Output, 


Chester Maintains 


New York, Feb. 23.—Military and 
allied needs call for as much as 25% 


Portland, Ore.; A. C. Hudnutt, 
president of the Chronicle-Tele- 
gram, Elyria, O.; Charles P. Man- 
ship, president of the State Times 


‘and Advocate, Baton Rouge, La. 
| and Orvin C. Andrews, president of 
| the Day, London, Conn. 

| Labor will be represented by 
| Milton Murray, Detroit, president 
|of the American Newspaper Guild, 
CIO, and C. V. Ernest, representing 
|the International Pressmen and 
Assistants’ Union, AFL. 

The panel, which will have its 
headquarters at 222 W. Adams St., 
Chicago, will work on applications 
referred to it by regional war labor 
boards, as well as dispute cases 
referred to it by the National War 
Labor Board. After the 90-day test 
period, NWLB will consider mak- 
ing the panel a permanent labor 
fixture. 


Curtiss Candy Company 
Tests Butter Extender 


Curtiss Candy Company, Chicago, 
has launched a test campaign for a 
new butter extender, Spread-mor, 
which it claims will “make one 
pound of butter do a two-pound 
job.” 

Newspapers and car cards form 
the backbone of the test, which is 
confined for the present to the Chi- 
cago area. Results will determine 
future promotional plans. 


Kerr Joins KFRC 


Arch Kerr, formerly with KGW 
and KEX, Portland, Ore., has joined 


| KFRC, San Francisco, as an account 


executive. 


: OPA Praises Press for 


‘Point Rationing Aid 

| The Office of Price Administra- 
tion last week saluted the news- 
papers of the country for the work 
they had done in explaining point 
rationing to the public. In a letter 
to Arthur T. Robb, editor of Editor 
& Publisher, Prentiss Brown, price 
| administrator, declared: 

| “No finer single service in the in- 
terest of the American public has 
been performed during this war 
than the splendid handling by the 
nation’s press of the OPA processed 
food rationing program. . . For the 
invaluable assistance freely given 
| by a free press of a free country, 
| may I express the deepest gratitude 
_of the Office of Price Administra- 
tion.” 


National Carbon Ups Two 


C. O. Kleinsmith has been ap- 
pointed general sales manager of 
the Everready division of Na- 
|tional Carbon Company after an 
| association with the company since 
|1919. Floyd W. Berdan, formerly 
assistant manager of the eastern di- 
vision, has been made division man- 
ager to succeed Mr. Kleinsmith. 


Smith Joins K & E 


Ned Smith, formerly on the copy 
| staff of Wendell P. Colton Company, 
has joined Kenyon & Eckhardt as a 
copywriter. 


of our entire food production in 
1943, Colby M. Chester, chairman 
of the board, General Foods Corpo- | 
ration, declared this week in a spec- | 
ial address short-waved to Ameri- | 
can soldiers overseas. 

Proper diets for everyone can be a| 
reality in postwar America, Mr. | 
Chester added. Food manufacturers | 
at home are pledged to see that} 
American soldiers get their food, in-| 
cluding “‘the right kinds and enough | 
of it.” 


To Maintain Health | 


To satisfy the demands of our 
troops and allies, crops new to the 
farm have been necessitated, caus- | 
ing a shortage of various food items 
at home, he asserted. “Your families 
at home won’t have the same diets 
they used to have, but sound health 
will be maintained,” he said. 

Mr. Chester was the seventh 
speaker in a series presented by the 
National Association of Manufac- 
turers in cooperation with the Na- 
tional Broadcasting Company. The 
series features prominent American 
industrialists who inform service- 
men how industrial America will 
function in the postwar period. 


2 WCOP definitely belongs to Boston . . . and 


WCOP - REPRESENTED by 
HEADLEY-REED CO, 


e you can get its listeners to belong to you. 


connections and full details. 


RADIO DIRECTOR WANTED 
By Advertising Agency 


A splendid opening. Must be known in this field and 
have wide experience. To the right party we offer a sal- 
ary and extra compensation. 


tion know of this advertisement. 
Box 3979, Advertising Age, Chicago. 


When writing give past 
Members of our organiza- 


. . . to help you speed your work 


iS A“ JUNK HEAP” DESK slowing you ° As 


down? Are you buried under 


wasting details that ought to be passed 
have to 
hours from your own job to straighten 
out the errors of inexperienced new 
help who are slow getting into the 


on to others? Do you 


swing? 


ness men unload details. free 


work. 


You don’t have to. A 3-cent stamp will 
bring you a free copy of this litthke Ham- 
mermill book, “21 Ways to Keep a Clear 
Desk.” Practical, up-to-the-minute 
helped thousands of hard-pressed busi- 


. it has 


minds and their desks for important 


time- hy 
im 


1. TRAIN GREEN HELP 
FASTER 


Fe 


2. CUT UNNECESSARY 
RED TAPE 


a ah 
OR ny 
A 


3. STOP “| FORGOT’ 
ERRORS 


cently 


steal 


proble 


avoid 


and {: 


their 
your « 


Desk” 


Form.” 


HOW TO PUT THESE IDEAS TO WORK 


Send for booklet, “How to Design a 


the who, 

. how to organize form control. . 
up a color signal system. 
testing your present forms. 


Business 
It shows how to design forms that answer 
what, when, where and how of every job 
. how to set 
Contains check list for 


one 


Delaware executive wrote re- 
. “L have paid as much as $4.00 


for books with less information.” 


The ‘21 Ways” book is full of suggestions 
for your office, your job, your particular 


‘ms. It gives practical ideas on 


how to organize work, speed up routine, 


“junk heap” desks. It tells you 


specific, tested ways to handle details 
almost automatically 


schedule jobs, 


keep them moving, get them done right 


ist. It outlines proven time-savers 


for men in six different office jobs. Get 


‘copy of “21 Ways to Keep a Clear 
now. 


Hammermill Paper Company x. 
Erie, Pennsylvania il 

Please send me without charge copies of ‘*21 
Ways to Keep a Clear Desk’’ and “‘How to 
Design a Business Form.” 

Name 

Position ... 


(Please attach to your company letterhead) 
—— AA 3-1 
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Mrs. ETHEL SOMERS 
Food Editor of The Sun 


— learned the hard way...At the age 
of ten she cooked for a family of six. 


THE BRANHAM COMPANY, National Representatives: 


POINT RATIONING 


as covered by the food pages of The Chicago Sun 


“Shopping with a pencil’ and planning meals far in advance 
on the basis of points as well as price is the great new 
problem of the American housewife under point rationing 
of canned foods. 


The Chicago Sun started Sunday, February 21, the day 
of the “‘freeze’’, with an unusual series of articles which 


explained in clear-cut language the ““why”’ and “‘how’’ of 


this revolutionary new change in meal planning. 


Mrs. Ethel Somers, home economist of The Sun, led in 


the field in sugar-saving recipes and other wartime tood 


problems. Now she pioneers again in practical service to 


her growing army of readers. 


As an added service she offers a handy ration book holder 
and “Ration ’Rithmetic’, an ingenious new buying and 


menu planning service. 


The interest and loyalty of Ethel Somers readers will 
give added weight to your food advertising dollars when 
you spend them in the women’s pages of The Sun. 

* * * 


Because of transportation difficulties we urge you to forward 
orders and plates as far ahead of time as possible. This will help 


to insure making insertions as scheduled, 


CHICAGO'S MORNING TRUTHpaper 


Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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PHOTOGRAPHIC REVIEW 
OF THE 


WEEK 


MAKES IT EASY 


DRUG EXECUTIVES DISCUSS COOPERATION 


ch Be 


Following a meeting of the eastern sales staff, Kolynos Co. executives chat with 

|. H. Bander, vice-president of McKesson & Robbins, who addressed the Kolynos 

sales group on the importance of close cooperation between manufacturer and 

wholesaler in supplying druggists during the war period. Left to right: William 

£. Malone Jr., Kolynos advertising manager; Robert T. Meyers, sales manager; 
Mr. Bander: and H. W. Blades, vice-president of Kolynos. 


TO MAKE HIS DREAM COME TRU 
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GENERAL — ELECTRIC 


The Los Angeles Times should have little 
trouble enrolling members in its Victory 
Garden club if each gets his identifica- 
tion label affixed as well as the lucky 
householder whose front door is shown 
(Story on Page 30). 


Bet oh) ER 


This soldier, dreaming of his postwar home, embodies the theme of a third in- 

tensive campaign by General Electric Consumer's Institute to promote purchase 

of war bonds. The advertising appears in the Feb. 27 issue of The Saturday 

Evening Post as a full-color bleed spread. Color pages in 16 national magazines 
are on the schedule. Maxon, Inc., is the agency. 


EXECUTIVES AT LOS ANGELES WAR CLINIC 


cif ae ee 
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here. 


nat aa 
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Network and station executives attending National Broadcasting Company's War 
Clinic in Los Angeles listen to John F. Royal, NBC vice-president in charge of 


international affairs. Left to right: H. A. Woodman, traffic manager, NBC, New 
York; Arden X. Pangborn, manager of KGW, Portland, Ore.; O. P. Soule, owner 
of KSEI, Pocatello, and KTFI, Twin Falls, Ida.; Mr. Royal; and Lewis S. Frost, 


tioning was announced. 
assistant to the vice-president of the NBC western division. 


‘STOPPERS' OUTLAWED IN SAN FRANCISCO 
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: 4, pe 
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Church and parent-teacher groups protested poses like this one by Jane Russell, movie producer Howard Hughes’ latest 
find,” and an official civic ban forced a substitute showing of 6-sheet and 24-sheet posters in the San Francisco area. 
(Story on Page 24). 


STORES GET NEW DISPLAYS 


et 


PROTECT 
7 YOUR FAMILY 


agree! Ge tomgers of Howe ibe 


Hussey-Woodward, Inc., New York, created and produced this display for Vick 

Chemical Co., which is to go up in chain and independent drug stores throughout 

the country this month. The two-plane center piece is lithographed in eight colors 
and was painted by John Holmgren. 


MOTHER HAS HER DAY AGAIN 


MOTHER'S DAY 


MAY 9 


The official Mother's Day poster, symbol of May 9, has for its 1943 theme, “Re- 

member Mother—Bravest Soldier of Them All.” Shown, left to right, are Irving 

K. Edwards, executive director, National Committee on the Observance of 

Mother's Day; Lt. Com. McClelland Barclay, who painted the poster; Mrs. Ed- 

ward V. Rickenbacker, and George Hecht, publisher of Parents’ Magazine and 
chairman of the committee. 


AGGRESSIVE SHOE PROMOTION TO CONTINUE DESPITE RATIONING 


” 


4 flrtne Faahiwn 
choowe these GOLD (RGSS SHOES .. 2c, ool, APy 


: 
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2 


: 
es 
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United States Shoe Corp., Cincinnati, scheduled this three-page four-color advertisement in the March 15 Life before shoe ra- 
Presses were stopped on part of the run to insert the advice: “Spend your shoe rationing coupon 
wisely . . . Insist on Gold Cross quality." The company plans to maintain its full campaign despite rationing. (Story on Page 14). 


PILLSBURY ISSUES NEW 'FIGHTIN' FOOD' 


A new, student's edition of Pillsbury Flour Mills Co.'s wartime nutrition guide, 

Fightin’ Food", part of the company’s tie-up with the national nutrition program, 

goes to press with the help of Robert B. Donnelly, left, newly-appointed manager 

of McCann-Erickson’s Minneapolis office. The others, left to right, are: Harrison 

Atwood, vice-president of McCann-Erickson, New York; H. W. Files, vice-president 

in charge of Pillsbury sales and advertising; and R. J. Keith, of Pillsbury's adver- 
tising department. 
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ADVERTISING AGE 


, ty, 


industry. 2 or the United States Army Air Fe orces has 
found in this state the most ideal climate for training its 
flyers. But aside from this the companies that build air- 
planes, and parts necessary to maintain them, have 
located in Arizona. Such establishments contribute to 
the state’s present prosperity and will continue to do so 
during post-war days. Their importance is reflected in 
the latest business map that shows Arizona trade above 
last year—up to 20% and OVER in the population 
centers. It makes this “gold nugget of western markets” 
even more attractive to those advertisers who are looking 
ahead and laying the foundation with consistent adver- 


ising NOW Keép YOUR flag flying in Arizona, too! 


BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence G Cresmer Co. 
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E HEN Arizona Al ran an 


assay sheet on Cork Trees 


in’ Arizona he found that Cork 


Oak, the bark of which is the 
source of cork, is being exten- 
sively and successfully planted 
in this state. 


Advertisers who assay results 
from media find that the all- 
time record circulation* of the 
Phoenix Republic and Gazette, 
and the state’s most powerful 
radio station, KTAR, (5,000 
watts day and night) rank high- 
est in Arizona! 


*ABC, total net paid, September 30, 1942 


Morning and Evening........ 66,909 
Evening and Sunday...... 74,495 
Total Arizona Families......... 131,133 


DICK LEWIS, General Manager 
Representatives—Paul H. Raymer Company 
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